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If the W ^6;^ d 
7 is your market, 

ABC RADIO WEST 

delivers the sales impact 
of personalities, the inside 
coverage of 1 1 6 stations, 
plus cost efficiency * * ★ 



ABC RADIO PACIFIC 
INTERMOUNTAIN NETWORK 
ARIZONA NETWORK 



Want to see a dazzling affirmation of Western art ? 




New Wing of Buffalo's Albright-Knox Art Gallery 



COME TO BUFFALO ! 



Buffalo is alive, alert, artistic — in Culture as in Commerce. 

An example: More than 250,000 visited the new $2,000,000 con- 
temporary addition to the Albright-Knox Gallery in a recent 
three-month period. World art leaders came to see one of the finest 
collections of contemporary art. This addition to the traditional 
gallery now ranks Buffalo with New York, London and Amsterdam 
as an art center. 

Buffalo accepts the new while retaining a loyal appreciation of the 
old. To reach this progressive cultural and industrial community, 
use the quality image and quality programming on WBEN-TV. Sell- 
ing is an art that comes easy — when you ad\'ertise on WBEN-TV. 



Nationil Representatives: Hatnngton, Righter and Parsons, Inc. 

WBEN-TV 

an affiliate of WBEN- AM-FM 

The Buffalo Evening News Stations 
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"^THE POWER TO 
SPUR LISTENERS 

WPEN-WPEN-FM account for $80,000 
sale in unusual radio promotion 

As Mr. Sena says in liis letter, "you 
certainly have two powerful radio sta- 
tions when it comes to selling." 

Whether you're selling a product off the 
shelf or an airflight trip to Hawaii, if 
you're thinking of selling Philadelphia, 
start where the selling is easy. To smart 
buyers, that could only mean WPEN 
and WPEN-FM. 

The Station of Personalfties 



PHI LADELPH I A 

Represented nationally by Gill Perna.lne. 
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DAIRYLAND 
JUBILEE* 

gets to the hearts of 
Wisconsin viewers! 



\c\s- .iiKliemc loi DAIRYLAND 
jl'IULEE (Sat. 7-..HI) to S j).m.). 
Xow tlic highest rated local \ aiiet\ 
show in this market (AR1> or Niel- 
sen). 

-y^f VL.SO; New audiente for the 
STANDARD NEWS ROUNDUP 
at 10 i).ni. .Moil, ihrii Kii. Tj) Vl\l 
(.\RP, -March '(VI) 

PLl'S: Acklitional new aiuli- 
eiices loi SEVEN ARTS' Warner 
(eaturcs and COLl'MUIA POST- 
-18'.s . . . and exdusi^e Milwaukee 
liraxe.s baseball. 

Whether iTs \ariet\, news or toj) 
lihn prodiKi. WKOW-'IA' is fnst 
in la\or. Tiniebiiyers, he .sure to 
(heck all iliree— ARB. Nielsen and 
\oiii ^'oul)g 'r\' Mian— lor the ( iir- 
lent Wisconsin Soiitli/Cioiiiral mar- 
ket story. 
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MADISON, WISCONSIN 
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Ben Hovel, Cen, Sales Mgr. 
Larry Bcntson. Pres., |oc Floyd. Vice-Pres. 
Tony Moe, Exec. Vice-Pres. Cr Cen. Mgr. 
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WKOW-AM ond TV Madison • KELO-LAND TV 
and RADIO Sioux Falls. S. D • WLOL-AM, 
FM Minncapolis-St. Paul • KSO Dcs Moines 
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to 6 of America's Top 10 Markets 



Fast reaction is common reaction with RKO General audiences. 
Their built-in loyalty to these strong stations, and their belief 
in the dependability of RKO General advertisers mean that you 
need less time to introduce a service, build a brand, make a sale. 
You sell fast on RKO General stations because you sell 
in 6 of the top 10 markets, plus one of the South's 
richest areas. You reach areas populated by 
67 million consumers. 

You sell fast because adult programming 
and a sense of community responsibility 
have helped make RKO General the largest, 
most powerful independent broadcast chain 
in the country. 




Get the details on reaching the RKO General target markets, 
fast and efficiently. Talk to your local RKO General Station or 
the RKO National Sales Division man. 

NATIONAL SALES DIVISION OFFICES 
New York: Time & Life Building, LOngacre 4-8000 
Chicago: The Tribune Tower, 644-2470 
Hollywood: 5515 Melrose, HOIIywood 2-2133 
San Francisco: 415 Bush St., YUkon 2-9200 
Detroit: Guardian BIdg., WOodward 1-7200 
Atlanta: 1182 W. Peachtree N.W., TR 5-9539 
Dallas: 2533 McKinney St., Riverside 2-5148 
Denver: 1150 Delaware St., TAbor 5-7585 



A GENERAL TIRE ENTERPRISE 



KHJ-AM FM TV 



NEW YORK woR-AM FM/Tv LOS ANGELES 

DETROIT CKLW-AM FM TV BOSTON the* YANKe" network MEMPHIS WHBQ-AMTV 

SAN FRANCISCO kfrcam fm WASHINGTON, D. C. wgms-am fm 
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WGAL-TV history reads like a Horatio Alger book. It is a story of years of success- 
ful striving, pioneering, and conscientious endeavoring to serve all listeners in the 
many cities and communities throughout its region. In this multi-city market, adver- 
tisers find an interesting success story. WGAL-TV delivers a vast and loyal audience 
because it is far and away the favorite of viewers throughout its coverage area. 

WGAL-TV 

LANCASTER, PA. • NBC and CBS 





STEINMAN STATION 
Clair McCollough, Pres 
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Reprtsenltlive Th« MEEKER Company. Inc. New YorK • Chicago • Lo» Angalea • San Francisco 
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Latest tv and 
radio developments of 
the week, briefed 
ior busy readers 



SPONSOR-WEEK 



PROTECTION STANDOFF 

WBC to notify advertisers if less than 15 minutes 
protection applies; Bates memo terms move a victory 



WBC last week issued a statement 
to implement its product protection 
policy of 1 May 1962 — the very state- 
ment that touched off an industry 
furore. 

In a nutshell, WBC will notify ad- 
vertisers who request 15 minutes 
protection of locations in which this 
minimum will not be met. Then the 
advertiser can change brands, switch 
the location — or stand pat knowing 
the protection is less than what 
he'd like. 

The WBC statement produced an 
immediate internal memo at Ted 
Bates, terming the WBC clarification 
a victory for its side. 

Actually, the WBC implementation 
appears on the surface to be a reply 
to a demand made by Lee Rich of 
B&B (see SPONSOR-WEEK, 11 June, 
p. 7) that the agency wouldn't pay 
for spots unknowingly — and "un- 
knowingly" IS a crux of the matter 
— place with less than 15 minutes of 
separation. 

WBC described the statement as 
a clarification, not a policy change. 

The statement was entitled: "The 
Procedure for Implementation of the 
WBC May 1, 1962 Protection Policy." 

It read: "Whenever a local or -na- 
tional spot advertiser indicates that 
he wishes to buy only in those loca- 
tions where his commercial is sep- 
arated from a competitive commer- 
cial by 15 minutes and station has 
sufficient advance notice (given to 



it by the network where it is in- 
volved), or subsequent to his buy- 
ing the schedule station is informed 
that his commercial will be within 
15 minutes of a competitive product 
it will be station practice to do the 
following: 

"D Advise the advertiser of the 
fact. 

"2) Afford him the following al- 
ternatives: 
"a. Remain in the present loca- 
tion. 

"b. Permit the advertiser to sub- 
stitute a different product of 
his for the commercial in- 
volved. 

"c. Move the announcement to 
another available location, at 
the applicable rate." 



FAULK'S $3.5 MIL. 
LIBEL VICTORY 

John Henry Faulk, former radio 
and tv performer, won compensatory 
and punitive damages to the extent 
of $3.5 million against three defend- 
ants. Aware, Inc., Vincent W. Hart- 
nett, and the late Laurence A. John- 
son. 

Faulk argued he had been dis- 
missed by CBS in 1956 because an 
Aware bulletin falsely labeled him a 
"Communist sympathizer." 

The award was believed to be the 
largest ever made in a libel suit. 



KTTV to rep itself 

Los Angeles: 

k'lTV. L.>- An-.'olo. \sill 
ic])re.-.('nl it>i'lf a(T()>> the iia 
lion 1>\ exijiiiKlinp its New York 
and (]liicag[(i sale- dIUco and In 
i)])('niiiji an ofTicc in San F'rnn- 
chcn 1)\ I ()rl()l>er, station 
pR'sidcnt Uoliort W. l!ro(kiiei 
aniiouncfd last week. 

Hri'ckner eni]>lia>i/f'(l that the 
12-ve:ir ri-lation with Hlair-T\ 
was not l)i'ing sCMMcd through 
nin fault of the re]). "KTIT 
-till ronsiders the Blair orpani- 
/.ation the best in the field, " 
said Hretkner. "This mo\ c i- 
])redicated on rhangiiij; ])hilos- 
i)|)hies and s\ stems, plus the 
unique marketing ]>attenis and 
problems of the volatile Lo- 
Angeles market, rather than 
dissatisfaetion with Hlair-r\. 

Hlair-TV took KTTVs de- 
parture with ei]uaiiiniit\ . since 
tlie station^ speeial piohleni- 
entailed unusual extra man- 
power expense to the rep. 

It's e.-timated that the >\\itcli 
in\ol\ed st)nie SI million in an- 
nual hillings. 



TvB: DEMOGRAPHIC DATA 
NEEDED-BUT HOW? 

TvB's special Committee on Televi- 
sion Research Standards and Prac- 
tices has reported that demographic 
information is needed but failed to 
agree how it should be provided. 

The interim report was based on 
a survey of agency needs. The dead- 
lock arose on the question of what 
(Continued on page 10, col. 3) 
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$5 MIL. DRISTAN 
ACCOUNT TO ESTY 

AHP's Dristan cold tablets has 
gone to Esty with its $5 million ac- 
count. 

However, several related Whitehall 
products bearing the Dristan brand 
label are staying at Tatham-Laird, 
whence the cold tablet account 
came. These are liquids and sprays. 
(Esty already has the Pertussin 
liquid remedies belonging to Chese- 
brough-Pond's.) 

For Esty the new account equals 
in size the $5 million Nescafe ac- 
count lost to McCann-Erickson a 
few months ago. 



H-R names 2 managers 

H-R has named John T. Bradley as 
^ Eastern tv 

/ ^^^^T sales manager 
and Grant 
Smith as Mid- 
west e r n tv 
sales man- 
ager. 

Bradley, 
who was Mid- 
John T. Bradley western tv 
sales manager for the past four 
years, assumes his new duties in 
New York 9 July. He has been with 
H-R since 1953 and was San Fran- 
cisco tv sales manager. Earlier, he 
was with KHJ-TV and Don Lee Tele- 
vision in Los Angeles and San Fran- 
cisco. 

Smith, who succeeds Bradley in 
the Chicago 
office, has 
been an H-R 
account ex- 
ecutive for the 
past five 
years. Earlier, 
he was with 
Presba, Fel- 
lers & Presba 
in Chicago as timebuyer, media di 
rector, and account executive. 





Grant Smith 



MGM into live tv 

iiif (ii\cr>ifirati()ii efforts of 
tv coiiipaiiii's c^mtiniietl last 
week as ^IG^t-'i"V. tile video 
arm of the motion jnrtiiie jiro- 
(iucer. revealed it would enter 
tile li\e and ta]>e fields. 

.MG\f-T\' si<;iied an aj;iee- 
ment w itii Steve Cariin s Arfiosv 
i'rodurtions to co-produfc live 
and ta]»e tv siiows. 

riie M(i\f move is not 
unii|ue. fn recent seas(jns other 
tv film iiouses. sucii as Screen 
(lems. a Columbia f'ictures suh- 
-idiar\. have moved into the 
live area. 

\feanuliile t\ film coni])aiiies 
v\hi( h are not od-shoots of mo- 
tion pictur<' ecnnpauies ha\<' 
heen spilliiiL; hack into the 
older medium: MCA. Seven 
y\vts. and Filmvva\s are three 
<-oni|)anies of this t\])e. 



NBC, ABC BULLISH 

ON COLOR TV FUTURE 

There's an upbeat ahead for color 
in 1962-63, according to statements 
made by officials of NBC TV and ABC 
TV last week. 

Don Durgin, v.p., NBC TV sales, 
told the National Association of 
Music Merchants in New York that 
NBC TV will program 2,000 hours in 
color next season. This 1962-63 figure 
is equal to more than eight years of 
theatrical color production. 

Durgin said 68% of NBC's TV's 
nighttime schedule will be in color 
next season, compared to 57% this 
season and 41% last season. 

Alfred R. Schneider, v.p. and assist- 
ant to the executive v.p. of ABC, men- 
tioned that the ABC TV o&o's would 
increase color programing, speaking 
before an EIA symposium in New 
York. 

He said that the five o&o's and 27 
other stations have agreed to trans- 
(Continued on page 50. col. 1) 



FTC WIDENS LOOK 
AT ANALGESIC ADS 

Washington, D. C: 

The FTC last week held up cases 
involving advertising by four pain- 
killers in order to undertake an in- 
vestigation of the entire analgesic 
field. 

Cases have been placed on sus- 
pense involving AHP's Anacin, B-M's 
Bufferin and Excedrin, Plough's St. 
Joseph Aspirin, and Sterling Drug's 
Bayer Aspirin. 

The purpose of the suspense is to 
put all analgesic advertisers on the 
same basis so that all competitors 
can be examined. 



Plikington Report in 
on BBC and comm'l tv 

London: 

The Pilkington Report, awaited for 
two years, was released here last 
week. The report, covering British 
tv and radio services, recommends 
a second channel for the non-com- 
mercial BBC and proposes a drastic 
reorganization of the commercial In- 
dependent Television Authority. 

The report termed commercial tv 
programing in Britain "trivial" and 
called for "an organic change of 
function" within the ITA. It is pro- 
posed that the ITA take over much 
of the program planning and selling 
now done by four major 11 minor 
programing companies. It is also 
proposed that surplus profits of the 
ITA would be taxed away. 

The report recommended a second 
BBC television channel, local BBC 
radio service, the introduction of 
color tv, acceptance of the 624 line 
standard instead of 405, increased 
hours of broadcast service, and high- 
er household license fees. 

The committee rejected arguments 
for both a quota on tv imports and 
the introduction of pay tv. 

Although the committee was com- 
missioned by the British Govern- 
ment, it's findings will not neces- 
sarily become official policy. 
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Effective itnin0^diatelif...\y*iAn. ^nvned 
mitl op^'tutted htf The Oiitl0^t 0 omp^tnii. 
nliotle island^s larffesi d0^partm0^nt st00re. 
pi*00U0llt/ 0inn00une0's /It0' 0ippointtn0'n/ 0/ 
tt-tt iu^pres0mt0itiv0}s. m0\0ts 
exelnsire n0tiioti0tl r0^pr0^sent0itiv0^s 

A\ H-n 0 \t-§n.A\ STATi00\ 
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RADIO TV BREEDING 
CHIEFS OF ALL MEDIA 

Looks like air media has become 
the breeding place for top-bracket 
executives in other fields of commu- 
nications entertainment. 

An outstanding case in point at 
the moment is the appointment — so 
it appeared at presstime — of Joe 
Culligan to the presidency of the 
Curtis Publishing empire. 

Culligan, 43, at McCann-Erickson, 
is one of the most colorful person- 
alities spawned by the neo-radio 
era. He made quite a dent on the 
business with drive and imagination. 

Another air-media-nurtured figure 
(also in his 40's being mentioned 
for transplant to another climb is 
CBS TV president James Aubrey. 
The new spot: the presidency of 
20th Century Fox. 



f 



CBS public attitude study 
on tv to be published 

CBS' Frank Stanton announced 
last week the completion of the first 
comprehensive study of public atti- 
tudes towards tv. 

The study was done through a CBS 
grant by the Bureau of Applied So- 
cial Research of Columbia Univer- 
sity and will be published in regular 
book form. 

The study inquired as to tv's role 
in the recreational lives of people, 
how they feel about the job tv is 
doing, how they react to different 
types of programs and commercials, 
segments of the "viewing public," 
and how people feel about tv com- 
pared with their actual use of the 
medium. 

Publication plans of the book will 
be announced shortly. 






New channel 9 in Syracuse, WNYS-TV, appoints PGW 

roUTIK.O.MLNc; M:\V tv SI VTIO.N in S\.:i(iiM'. \.^.. 
WW.^-'IA, owned l>\ (Ihannol 'J. S\ r;ifiis<". Iia-* appointed Peter?, 
(irilfiii. Woodward a> it> exelii?i\e national station i epveseiitative!-. 

\l>o\(% left to rijilit, >tandinfi are (Charles Kinne\, tv %.]>. and IJ()\d 
(/lilTiin. pre-ident-tv. Iiotli IMJW", and lleiir\ T. W ileox, a director of 
(lliannel 9; seated are William (»riniil)les. .station jieneral manager. 

\-lier Markson. .station president, and II. I'reston Peters, president 
of PCW. Station will he AI!C TV alliliate on the air 9 .^ejUeniher. 



TvB demographic data 

(Continued from page 7, col. 3) 
kind of information should be sought 
and what form it should take. 

Corinthian's Don. L. Kearney was 
head of the special committee tc 
look into computer usage to provide 
more media data. 

In interviews with ten leading 
agencies, it was discovered that three 
planned to use computers and in- 
tended to seek demographic data 
two planned to use computers bu 
had no specific plans, and five hat 
no definite plans. 

The committee made a set of fiv 
recommendations. First, there is a 
agreement that more local demc 
graphic data is needed. But there i 
no common denominator on whi 
kind of data to get. The committe 
found other media are not hastei 
ing to provide comparable loc 
demographic data. 

Second, the committee found thi 
considerable further study would t 
needed before agreement could ^ 
reached on just what data should t 
sought. ' 

Third, because products have va| 
ing market profiles, either fine brei 
downs should be published, asse 
bled as needed from research 
ports, or information as need 
should be available on special on 
from the research company. 

Fourth, it is recommended ti 
research companies pay special 
tention to sample quality and st 
ity. Larger or more balanced Si 
pies would result in greater cJ 
dence as successive reports accui 
late. However, agencies do not 
quire audience characteristics d 
as often as ratings. Twice a j 
would appear to be sufficient. 

Fifth, it is recommended that 
the time being additional de 
graphic information be available 
separate reports at extra cost to 
vertisers, agencies, and stations 
special use. Thus the cost of f 
ent research reports would no' 
increased. 
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"THE nnMM\u FoncM<: i\ svirxcLSMr- 

by prondlff atuiouncinf/ the 
appointment of n-n neprescntatives.ine. 
as exclash'4* national representatives 
effective inunediatelt/. 
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. . . the Chicago Zoological Park, po()iilnrly known 
as nrookfi(;l(l Zoo, contains one of the world's host 
collections of mammals, birds, rcptilos and <-iin()hlbians. 
Its most recent innovation, the Seven Se.as Panorama, 
is the only inland, indoor (joqxjiso exhibit in ibe world! 




In CMcago 

WGN 

RADIO 



reaches more homes* and cars** than 
any other Chicago radio station! 

*NSl—Feb. & Mar., 1962 

**Cbicago Auto Radio Audience Survey — 1961 




J» 'i 
^ — (he most respected caJJ Jedors in brondcnsting 

WGN IS CHICAGO 
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OF FLORIDA'S 2nd 
LARGEST MARKET 




VSOFM COSI! 



That's right, in the densely 
populated 4-county Tampa 
Bay Market, WSUN is the j 
best buy for the money by far! 

263,100* TV Homes Daily 
UNDUPLICATED A.B.C. ! 



TV Magazino, April '62 




Tampa - St. Petersburg 



i 
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by John E. McMUlin 




Commercial 
commentary 



Igor's clambake 

I'm certain that Jim Aubrey, Hubbell Robin- 
son. Mike Dami and other CBS TV hnninaries 
would like to forget "Xoaii and the Flood with 
id! ])ossible uiidehberate sjieed. 

The 60-iiiinute Igor Stravinsky-George Balaii- 
chine-Breck shampoo extravaganza a coujile of 
weeks ago was certainly the most horrendous 
cuhural fiasco of the past tv season (the Neiv 
York Times critic said it was "enough to retard the progress of the 
arts in tliis country b)' a great deal") and I've no desire to add to 
the gnashing of teeth at 'lii5 Madison by a much as a single gnash. 

It strikes me, however, that before we allow "Noah and the Flood" 
to slither away into the limbo of tv's more miserable, misbegotten 
mistakes, there are a few matters \\hicli deserve comment. 

The ugly fact is — -Igor's clambake was lousy art. lousy television, 
and a disgracefully lousy use of advertising dollars. 

The shocking fact is that so many high jilaced tv and advertising 
executives apparently lacked the perception, self-confidence and vigor 
to recognize it for \vbat it was, and pre\'ent it> ijreseiitatioii. 

If tv is ever going to reach full maturity as a medium, we've got 
to do better than this. 

Biinihoozlol hy othctcs 

1 don't doubt that the network, agency and advertiser officials who 
iiad to i)ass on "Noah'' were dazzled and awed h)' Stravinsk\'s repu- 
tation as an authentic 20th Centur)' genius. 

I'm certain that many felt just as 1 would have— siiy and bashful 
about presuming to connnent critically on the occult mysteries of 
iiiofiem music and the modern dance. Few of us are qualified. 

But there was one jiiiase of "Noah and tiie Flood," the most im- 
portant jibase, which anyone with even a modest liberal arts ednca- 
tion should have been able to si>ot as phoney balonev. 

This was the script, book, and stor)' line, prepared by Stravinsk}' 
and his egregions ) (inng i)votege, i{obert Craft. 

According to the massive promotion which CBS put i)einiid 
"Noah.'" the text of the opus was culled from the Book of Genesis, 
t«<) cycles of ISlh Century l''nglish miracle plays, a ''nietai)hysical 
l)()ein"' plus certain original material. Sounds class\'. doesn't it? 

Actually, the Stravinsky-Craft writing duo went far beyond these 
sources in their search for uinelatcd bits and snipi)ets. 

'i"he fall of Lucifer, for instance, is not mentioned in Genesis (it 
g(,"ts a liny reference nuicii later in Isaiaii). But Lucifer, ai)parenlly, 
was dragged in to give Balanciiiiie a chance to show iiis stuff. 

Tiie 7V Dctiirt and Saitcliis wh'tch ojx'ned and closed the work are 
traditional Latin hymns (unrelated to the Noah stor\") and Stra- 
vinskv seemed to be using them just to ]>rovide a becoming aura of 
respe<'table Roman Catlndie i)iety to the presentation. 

( Please turn to pa^e GO) 



Qet all the facte trom 
Natl. Rep. Venard Rintoul 

A McConnell 
S. E Reo. James S. Aye-s 
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PFhy it pays 
to advertise your station 
in a broadcast book 



BECAUSE YOU PINPOINT THE BUYER 



T 

Atl a personal interview survey 
of "top-billing tiniebuyers" 
made b}' the salesmen of a na- 
tional representative hrni 97% 
of the respondents specified 
broadcast books as their first 
reading choice; 95% as their 
second. 

How did the non-broadcast 
magazines fare? Only two \'otes 
for first; three for second. 

Which underscores a cardinal 
point when buying a business 
magazine schedule. Put your 
dollars where they impress read- 
ers who can do you the most 
good. 

Whether you are shooting for 
$2,000,000 in national spot bill- 
ing or $200,000 the principle is 



the same. Sell the men and 
women who really do the buy- 
ing. 

In the world of national spot 
placement actual "buyers" num- 
ber fewer than vou might think. 
Perhaps 1500-2000 "buyers" 
(some with job title, others 
without) exert a direct buying 
influence. Another 3000-5000 
are involved to a lesser and 
sometimes imperceptible degree. 

Unless your national advertis- 
ing budget is loaded (is yours.-) 
we recommend that you concen- 
trate exclusively on books that 
really register with national spot 
buyers. In this way you avoid 
the campaign that falls on deaf 
ears. 



a service of 

SPONSOR 
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Ine Slc>c Allen Show is seen at 11 15 P 
Cisco, KPIX 5. And m; New York, WPIX 1 1 



M Monoa, H.oay on Hic WBC stations in: Boston. WBZ TV ■! Baltimore, WJZ TV 13, Pittsburgh, KDKA-TV 2. Cleveland t^JW^^V 3- '"f, ' 
(1. 00 P M Portland, Maine, WGAN-TV 13 (11.15 PM ); Springfield, Mass., WHYN TV 40 (11:15 P.M.); Washington, D. C, WTOPTV 9 (11:25 t 



lo 
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90-minute man 




He is a multi-phased entertainer: 
a star comedian, actor, satirist; an 
author of short stories, a novel, 
an autobiography, a volume of 
poems; and a lyricist-composer 
(over 2,000 songs, 30 record al- 
bums) and pianist; and a discov- 
erer and developer of new talents. 

He is also a concerned citizen 
and public speaker, vitally inter- 
ested in the issues of our time. 

His name: Steve Allen. 

It's precisely because Steve 
Allen — as an entertainer and a 
man — combines all these talents 
that he was picked by WBC to be 
starred and enjoyed every week- 
day evening, for 90 minutes, by 
the millions of late-evening view- 
ers of the WBC TV stations; and 
of other individual TV stations 
who seek new levels of late-eve- 
ning programming. 

Yet, the full measure and mean- 
ing of WBC's Steve Allen Show- 
can only be seen, in depth, behind 
what is visible on the TV tube. 

It's to be found in more than the 
fact that WBC's Steve Allen Show 



is the largest programming project 
ever undertaken by a group of in- 
dividual TV stations. 

The full meaning of this series 
must be measured also by the way 
it fits into the basic concept of 
WBC's programming philosophy 
for its own and other TV stations. 

WBC has already produced 
such wide-ranging series as Inter- 
tel...Man and His Problems... 
Face of the World... Ad ventures 
in Numbers and Space... Reading 
Out Loud... American Civil War 
...English for Americans ... Col- 
lege Presidents Speak, and others. 

Each of these series has been 
created to permit the WBC sta- 
tions to supplement the compre- 
hensive schedules of their affiliated 
networks; to fill and enlarge their 
local program services. 

Now, the Steve Allen Show adds 
a versatile new dimension to WBC 
programming— one of exceptional 
talent, entertainment and stimula- 
tion, for the many American fami- 
lies who like to end their day. 
happily, with television. 




WESTINGHOUSE BROADCASTING COMPANY, INC. 

WBZ + WBZA, WBZ-TV, Boston; KDKA. KDKA TV, Pittsburgh; WJZ TV, Baltimore; KYW, KYW TV, Clevelar\d; 
WOWO, Fort Wayr\e; vVIND, Chicago; KPIX. Sar\ Frar\cisco ar\d WINS. New Yorl< (subject to FCC approval). 



SI (bus. Ohio. WTVN-TV 6 (11.15 P.M.); Indianapolis. WIW I 2 (11:30 P.M.); St. louis. hrvi 2 (10:30 P.M.); Minneapolis. WCCO.TV i (10:30 P.M \ Des Moines. KRNT TV S (10.30 P V 
:S s City, KMBC-TV 9 (10:15 P.M.); Phoenii, KOOL-TV 10 (10:15 P.M.); Tucson, KOLO-TV 13 (10:15 P.M.i; Portland, Oregon, MTU 2 (10:30 P.M and Los Angeles. KTU 5 ilO 30 P M. 
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KNOW 
THE 




. THEN, ■ \ 
YOU'LL *• 
BUY 
TERRE HAUTE .• 




• • • • • 

TERRE HAUTE LEADS... 

• WTHI-TV is the Nation's Number One Single Station Market in Homes 
Delivered Per Average Quarter-Hour (6:00 PM to Midnight— 45,000)* 

TERRE HAUTE LEADS... 

• WTHI-TV reaches MORE Homes Per Average Quarter-Hour than any 
Indiana station** (6:30-10:00 PM, Net Option Time, Monday through Sunday) 




WTHI-TV 
TERRE HAUTE 



53,600 



SOUTH BEND 

Station A— 26,300 
Station B— 32,300 
Station C— 28,200 



EVANSVILLE 

Station A— 46,800 
Station B— 25,200 
Station C— 26,400 



FORT WAYNE 

Station A— 29,500 
Station B— 33,800 
Station C— 31.200 



TERRE HAUTE LEADS... 

• WTHI-TV is Your Second "Must Buy" in Indiana 



•Basis March 1962 ARB 



"Except Indianapolis 



Represented by 





WTHI-TV 



CHANNEL 10 • CBS -ABC 
TERRE HAUTE, INDIANA 
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IrUerprelalion and commentary 

on most significant tv/ radio 

and mnrkriing news oj the week 



SPONSOR -SCOPE 



2 JULY 1962 
Cnrrlght IM2 
SPONSOR 
UBLICATIONS INC. 



Air iiirdia sellers glioiildn't >v«>rry any Jil>oiit the i>()s»>il>le iiiipnet on advj'rtisiii': 
expeiuliliires of the {gyrating stoekiiiarket, heeaiise the ."Madison Avenne ])nlsetakerh 
with ecoiioiuic orientation don't seem to l)c looking around for slorni-cellars. 

SPOXSOR-SCOi'E last week crosschecked with several of these ajiency seers aiul the {leii- 
era! impression gathered was that they feel that tiie eonsnnier level of hnjin*; and intent 
lo hny is nineli too high for tlicui to foreeast other than a good eliniate for a<lver- 
tising for the last (piarter of 1962 and the first <inarter of I96li. 

To further capsiilize their appraisal: they expect the business community to jierform on 
two disparate planes: it will continue to griinihle ahoiit the Kennedy a«hnini»tra- 
tion's lack of ardor for hiisiness keynoters but that won't stofi it from keeping itself 
Hexihle in iioing after the eonsiiiner's dollar. 



ABC TV has made available a eoiiple Hing Crosby speeials — an hour eaeh — 
for the coming season, at a package price of 8522,100 gross per shov*'. 

The package breaks down as follows: time, i?l 17.600: jirograin. S I02..^00. and net- 
working. S2,000. 

There appears to he no end to priee variation, as far as NBC TV is concernecl. 
The latest innovation: charging less for the first half of an hour's daytime show. 
It's being applied to the ."Merv Griffin variety strip debuting around 1 October. 

It may not be a first hut it's certainly offbeat: The Gardner-Denver Co., of 
Quincy, 111., is using spot radio — along with newspapers — to sell its air tools lo 
small plants. 

Tlie stratagem is being tested in Jlinneapolis. Cleveland and Los Angeles for fonr 
weeks with five 60-seeond spots a week. 

Effectiveness will be measured by the responses received for a booklet illustrating the fac- 
tory uses of the company's power tools. 



The Uosc Howl is still the hottest sports event in iv. 

And that undoubtedly accounts for the fact that along with the Sugar Bo\vl it's tlie most 
expensive special event one-shot in the business, namely 8700,000. 

SPONSOR-SCOPE asked Xielsen for the sports events that during the current season 
(October 1961 — Mav 1962) scored the 10 highest averages aud here thev are: 





EVEiNT 


DATE 


NETWORK 


\vc. Arr)iF..\ 


1. 


Rose Bowl 


1 /1/62 


\BC T\- 


31.0 


2. 


NFL World Cliam])ioiisliip 


12/31/61 


NBC T\' 


2P,.r. 


3. 


Sun. Sports Spectacular 


1/28/62 


CBS T\ 


20.1 


• 1. 


Sugar Bowl 


i/1/62 


\BCT\' 


19.8 


.5. 


NFL Championship 


11/23/61 


CBS T\ 


18.9 


6. 


East-\^'est Game 


12/30/61 


NBC IT 


18.1 


7. 


Pro Bowl Football 


1 / 14/62 


NBC TV 


17.-1 


8. 


Kentucky Derby 


.S/5/62 


CBS T\' 


16.8 


9. 


NCCA National Football 


12/2/61 


ABC TV 


15.9 


10. 


Fight of the Week 


12/9/61 


ABC TV 


15.3 




Snn. Sports Spectacular 


1, 1 '62 


CBS IT 


15.3 
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SPONSOR-SCOPE continued 



BBDO's media department declines to get upset by any adverse stand that TvB 
may take on the notion of stations and reps supplying agencies with demographic 
audience data. 

Observes the agency, more in patience than pique, the agencies can get special tabs on 
such data but it would be to the advantage of the seller to make the material available on 
his own and thereby anticipate qualitative questions raised by a buyer. 

Adds the agency: TvB should be doing an educational job on the seller, explain- 
ing how this data can expand the dimensions of spot tv selling, instead of raising questions 
about the need for this information among important spot agencies. 

(For more developments in this "qualitative quandry" see 18 June SPONSOR article, page 
29, same issue's SPONSOR-WEEK, page 11 and today's SPONSOR-WEEK, page 7.) 

The cigarette companies may have to channel much more of their tv budgets 
into spot this fall because the tv networks find themselves stymied from filluig 
in any more business of this type without cutting down on product protection. 

Another possible target of diversion: sports series and individual sports events. Even 
this area may be a cropper, since virtually all the lower-price<l sports packages have 
been preempted by some cigarette advertiser or another. 

It doesn't look as though Colgate will throw substantial weight behind its fluo- 
ride dentifrice until the fall. 

A suspicion in competitive circles is that Colgate's holdhig off crystallizing its copy 
and media approach until it gets an uikling whether the ADA will recognize any 
brand other than Crest. 

Shares of market for the three dentifrice leaders as they've recently stacked up: Crest, 
30%; Colgate, 23%; Gleein, 20%. 

A prominent topic of chitchat along Michigan Avenue last week was Helene 
Curtis' switching of its Suave hairdressing and shampoo brands from Campbell- 
Mithun to JWT. 

The reason for the clucking: JWT is the shop that Alherto-Culver pulled out of 
a few months ago while the agency was still presenting campaign plans for A-C's VO-5 
shampoo, a bustling competitor of the Suave item. 

The swing-over of Suave ($2.5 million) has caused some dismay also among the Chicago 
reps. They recall that when VO-5 shampoo was in the planning stage at JWT there 
were reports that the agency was focusing attention on the use of network tv, where- 
as during Suave's stay at Campbell-Mithun the accent has been on spot tv. 

These reps think it's a pretty safe bet that JWT will lure this money into network come 
September, the takeover date. 

If only for the record, here are tlie ratings for the public service-informational 
specials on the tv networks for this April; 



PROGRAM 


AVERAGE AUDIENCE % 


AVERAGE HOMES 


The Great Challenge 


4.4 


2,156,000 


Vanishing 400 


13.2 


6,468,000 


Friendship 7— John Glenn (CBS TV) 


13.5 


6,615,000 


Flight of Friendship 7 (NBC TV) 


14.3 


7,007,000 


He Is Risen 


16.8 


8,232,000 


Breakthrough: Heart 


9.8 


4,802,000 


Sixty Hours to the Moon 


8.4 


4,116,000 


April Average 


11.5 


5,635,000 


IVIarch Average 


11.1 


5,439,000 
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ICn a long ^vay from hciii^; u b>i>IIoiil ut night for ihe foiirtli (jiiarter (in iiny of 
lilt* IV networks. 

Even CBS TV has quite a batch of comineicial iniiiutes availahle on Wc(lnf9<lay, Tlnirf*- 
<lay and Friday. 

It's hard to calculate from the latest fall schedules apjiroxiinately how many minutes are 
open, because the spot carriers don't in«licate wlietlier the sales are of the allernale 
week type or in balelies of 6, 7 an<l ete. over the 13-week streleli. 

A rough calculation indicates that CBS TV has the least niiniher of eoniniereial 
minutes open for the last «juarler (at least 120) and that between tbrm ABC TV an<l 
NBCTS' might rack up ahont 400 inimitee. 

It's interesting to note how the top 10 nighttime regular series rate in terms 
of younger and older housewives. 

SPONSOR-SCOPE obtained from ARB covering April a breakdown on this variation of 
popularity and the figures broadly showed this bent: 



PROGRA^t 


NETWORK 


IIOI SEWIFE APPEAL 


Ben Case) 


ABC TV 


Younger 


Wagon Train 


NBC TV 


Older 


Dr. Kildare 


\BC TV 


Fairly balanced 


Bonanza 


\BC T\ 


Fairly balanced 


Hazel 


NBC T\' 


Older 


Perry Mason 


CBS TV 


Older 


Andy Griffith 


CBS T\' 


Older 


Perry Como 


NBC TV 


Older 


Danny Thomas 


CBS TV 


Older 


Gunsmoke 


CBS TV 


Older 









ll was only a few years ago that network tv daytime expressetl juhilanee over 
the fact that its billings had gone ahead of Life magazine. 

The latest bit of exultation in that area: at the rate daytime billings are running — the 
indications for 1962 are S225 million — that eeetor of the medium will outgross Life and 
the Saturday Evening Post in eonibination. 

According to PIB, last year Life ad gross was $138,090,000 and the Post, $86,5-10,- 
000, making a total of $22-1,630,000, whereas daytime tv accounted for §206,576,000. 

So far in '62 Life and the SEP's billings have been under the 1961 level, but the wa) 
things have been going in network daytime tv hitting the $225-niillion mark slionld he 
a eineh. 

Incidentally, there's also a good chance of network daytime tv outbilliiig the total 
gross for 32 different national magazines aimed strietly at M'omen. Last year the 32 
did 5217,324,000 eolleetively. 

Seems that IMohawk earpet is on the way to making a tradition of sponsoring 
an hour variety Thanksgiving afternoon as its annual promotional efTort. 

For the third successive year it will underwrite such an event on NBC TV, with the net- 
work producing and Maxon overseering. 



ISBC TV has already picked up a couple of participants in the Pro Football 
Highlights of the Week — there'll be 14 half-hours of them Saturday, 5-5:30 p.m. during the 
last quarter. 

The initial buyers are Mcnneii and Cheschrongli, with the package going for $10,000 



gross a minute. 
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SPONSOR-SCOPE conUnued 



N\ atcli lor Caiiipholl to firl roally rolling' this fall in its switch of eiiiphasis to 
(l<'liy(li*atc<l soupc 

It * a iiiniket in \vlii( li (lain])Ii('II i> drtei iiiiiicd not to play poroiul fuldie. particularly 
to l.iptoii. 

One fatot of the (ioveiniuciit'H antitrust s-iiit agaiii8t Kevloii hits liar«l at tlic 
iiii<lcrpiiiniii<: of this iiiamifacturer''8 distrihiition and sales structure. 

And that facot is tliis: complete control over the channels of <listril>ution and over 
\4hoin these channels, or fraiicliiseholdcrs, shoiihl or should not sell to. It's the liable 
pi inciple upon wliit li Hevlon has built its business. 

ITie suit, besides attacking these exriiisive franchises. alle<;es priee fixinp; al liotli llie 
\»liolc9alc and retail levels. 

Revlon is only exceeded in gross sales i)y Axon, whirli ii>es dO.OOO heilpushers. 

Tlie idea of covering two hascball games at the same time uill he tried out on 
\V'GN-TV, Chicago, 14 July aud the beneficiaries, at no extra cost, \vill he the spon- 
sors of the rcgidar Cid>s-Wliite Sox games, naniely Ilamm, Phillips Petroleiini. 
Keyiiolds and the Chicago Tribune. 

It happens that both teams will be on a liomelown stand that day and the interspliciiig 
<)f the play from the two parks will involve over .'>0 prodnction and engineering 
people, eight cameras and two remote trucks. 

Note: In Chicago they must love both home teams. Mixing "cm up in New York would 
oni\ inflame fanaticism against the other league. 

Don't expect t\ stations far and wide to cotton to this idea pronto, but buyers 
as well as sellers of spot may be inclined to toy with it in their less taxing moments. 

The concept comes from a rep and in gist is this: set up an ROS rate for gaps that 
come with the ending of a schedule in mid-snmnicr aud the resumption of this 
schedule in the fall. 

A regular spot advertiser could use this ROS to supplement his commitments and 
for flight ad<licts it would coine in handy as a rateliolder. 

And for stations it would help lake up the slack without adding to the complexity of the 
1 atecard. 

One of the major eoniniereial producing Iious<-s in New York seems bent on 
having some sort of periodic chart on production set up so that he aud his couipcti- 
lors can use ibis as a yardstick in measuring the flow of their own business. 

It would be something along the lines in vogue with spot tv and spot radio. 

Five film commercial producers and two tape houses would contribute their nu>ntbly 
prtxluction volume to a «lesiguated firm of public accountants. The inclividual bill- 
ings would, of course, be kept confidential, but the monthly total ^vonld he made 
a\ ailable to all the contributors, and. if they so elected, to the trade jiress. 

American families <lo a lot of moving but you can't tell it from the amount of 
money the moving van j)eople spend on spot tv. 

'Iheir total contribution to the inedimn last )ear came to around §2.^0,000, with Hekius. 
American Ilcd Rail and North American accounting for all hut $5,000 of it. 

For other news coverage in this issue: see Sponsor-Week, page 7: Sponsor 
Week Wrap-Up, page 50; Washington Week, page 55; SPONSOR Hears, page 58: Tv and 
Itadio Xcwsniakers. ])age M: and Spot Scope, page 56. 
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OWNED AND OPERATED BY AMERICAN BROADCASTING-PARAMOUNT THEATERS. INC. 




robert e. 
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Mentioned in error 

Your article on "1 lie Great Tinic- 
Killcr" that appeared in the May 2l^t 
issue of Sl'l).^s()K has just been 
hroufiht to our atlenlion. In the h^^t 
paragra])li \i)u iiieutioii "Crown Pub- 
lishing" instead of \\ Orhl Publishing 
who published Harold MehlingV 
book". Slnre we are mentioned in 
error and in not too favorable a light 
as \ ou know, 1 \\<i»ld appreciate a 
correction of this statement in the 
next i.->ue of si'ONSOl!. 

\ irglnia Townsend 
piihlicilj director 
Crown I'uhlishers 
Xric York 
^ World Publishing was correctly named as 
publisher of "The Great Time-Killer" in the 
first paragraph of the "Commercial Commen- 
tary" referred to above. Through an error, 
Crown Publishing was mentioned in the last 
paragraph. SPONSOR is glad to correct this 
mistake. 



A service to broadcasting 

Thanks nnich for the nice story in the 
June 1!) is.sue of .si'o.nsok. I feel that 
the stor) <lid industry in general and 
the l)r(iadca>l station.-- of Detroit a 
real .M-rvice. ('"If \c\\s is What Yon 
Wiun. Ask l!a(lio.'"'l 

Would \oii be kind enough to have 
.souKMine ill \our circulation depart- 
iiieiit forward me ten (10) copies of 
the book (June I!! issriel and bill me 
for same. 

Walter Patterson 
('xrculli'p v.p. 
Knorr liroadcdxiiiip 
Drlroil 



The wax-making act 
I w(ndd like to rail \oiir nltenlioii to 
an error printed in the Ma\' Mtli issue 
of si'ONSOl! i'H'lcnnci Cleans Cp 11 illi 

Sj)Ol" t . 

In an ailieie on the .S. Johnson 
( (iinpam \ori >a\. ' Ai nist roiig Liiio- 
Iciirii hitelv got into this wax niaking 
act. I he \i iiistrung Cork l^onipain 



- ])ro(Iiicers c)f Armstrong Linoleum 
has been in the wax-making act 
since 192.1. We reeentK introduced 
an cxclusi\e new floor care product 
that makes it possible to clean and 
polish resilient flooring in one o]jera- 
tion. 

Stanley I{\ le 

public relalioiis deparirncnl 
AniUflronp; Cork 
Lancaster 



SPONSOR'S 40-year album 

1 have just seen the -lO-jear allmni 
and 1 think it is just plain \\onderfuI. 

Congratulations to ) ou on a >uperb 
job. 

Will )ou ]jlease send ns, and bill 
us for 12 regular copies and two 
liard-C()\ er copies. 

(]ecil Woodland 
general rnanaccer 
iCEJL 
Scranlori 

Yonr '■ 10 Year Album of Pioneer 
Radio Stations'' is just great and it 
certainly lives up to the ad\aiiced 
billing gi\ en it. 

Would Von please scnil us two 
bard-co\cr editions. 

Hobcrl Joire.-- 

I'.p. and lien, manai:er 

WFBR 

lUdlimorc 

Thank \ ou >o miicli for the cop\ of 
\our l()-\car album. Yon lia\c as- 
^enlbled a fascinating I'ollcctioii of 
pii'turc- and facts. 

.Man} coiigratnlalions oit \oiir ex- 
cellent job! 

Mildred L. ]n^ 

ehicj librarian 

\alional Ihoadca.slrni^ Co. 

A cic York 

CONGHATI LATIO.XS TO U)l 

Foi! M)rH doTii a\mm:ks\ky 



RADIO JOI! SPECIAL. HOHL.XMBE, 
JACK PRLXCK. AND 1 ARE TRE- 
MEXDOrSLY IMPRESSED. 

Jim E\an> 

sales promotion mgr. 

WTAR 

\orjolk. l a. 

Congratulations on sour handsome 
40-year album of ])ioiieer radio sta- 
tions. l!o\. \ou realh out-did \our- 
.-elf! 

I his is a trea.siiie chest of nostal- 
gia and factual information that I 
know every broadcaster will cherish. 

Geer Parkinson 
vice presiJeni 
irRYT 
Pillsbiirali 



While the ink's wet 

Thanks so much for )our ])rompt re- 
pl) to our urgent re(]uest for a sub- 
.scription to si'ONSOK. Vi'e have re- 
cei\ed the magazine before, and are 
hap])y to report that we find it as 
interesting and infovniative as we 
had remembered it. 

However, our prime pui])Ose in 
subscribing is to have the Spol-Scope 
»ecti(jn as soon as it is humanly pos- 
sible to gel it. which is certainly not 
by 2nd class mail as the book was 
sent. 

We arc more than willing to pay 
the airmail postage, or whate\ ev your 
re(|uiremeiits might be, in order to 
have the buff Spol-Scojic section air- 
mailed to Us the moment it is off the 



jjresses 



Carl Ealkenhaiiier Advtg. 

Los An Seles 



A whole of a piece 

our article "Etv Gets Rig Business 
l)oost.'' (In juiie'l \\orked out per- 
feclh. You had the right man on 
MJur stall, who some lime ago took 
the time to find out what XICT was 
all about on his own and he did some 
all-inclusi\ e re-eareh (ni bis own and 
wrote a uliale of a piece. 

Ed Pfi.ster 
\ LTRC 
yen ) ork 
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COBRE 

DISTRIBUTORS 

Specializing in the sale and services of 
American television programing in all 
European countries. 

For Professional, Personal and Profitable Contacts With 
All West European Television Management, Write To; 
Arthur Breider • Corso Europa 22 • Milan, Italy 
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what's the sense 

in a 




Ihe Charlotte TV MARKET is First in the Southeast with 595,600 Homes* 

Building a fence around a city makes as much sense as using the 
Standard Metropolitan Statistical Area concept of market evaluation. 

Proving the point: Atlanta and Miami have SMSA populations of 
1,017,188 and 935,047. The Charlotte SMSA population is 272,111 by 

comparison . . . BUT the total Charlotte TV Market is first in the Southeast 
with 595,600 TV Homes.* 
Nailing it down: WBTV delivers 43.4% more TV Homes than Charlotte Station "B."** 



COMPARE 
THESE 
S.E. 




MARKETS 





CHARLOTTE 
595,600 





MIAMI 
556,600 




ATLANTA 
562,600 






NEW ORLEANS 
418,200 





LOUISVILLE 
409,900 



NORFOLK- 
PORTSMOUTH 
309 000 



UJBTV 



•Television '.'dpazine' 196,' 



CHANNEL 3 CHARLOTTE /jefferson standard broadcasting company 

Repr*»'jontt«d N.^tionally by Television Adverttsmn Tv^^R 1 R o pre se nt at i v es, Inc. 
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PRODUCT PROTECTION - 
SENSE OR NONSENSE? 

^ SPONSOR goes behind the scenes Tlio product protection tlel)arlo — inn led into the 

jto reveal what really happened in the open \^\)vn 'ivd i?atc^ tlncatoned wv^tinjihou^e 

explosive WestinghOUSe-BateS dispute liroaiUa-tin!; with a S2-.> million >p(>t ciniccllation 

unlc>? 13-niinntc "in>idatioir' \\a- guaranteed — 
reached .-onie >i<;nifieant eliniaxe- la-t ^\eck: 

• Rates, having rcqne-ted over 500 television 
>tation> to re-afTirni a In-niiniite niininnnn protec- 
tion in \vriling. reported that out of dOO responses, 
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PRODUCT protection row. observers note, 
centers mainly around soaps, drugs, foods 
— tv's major takers. Biggest of all. P&G — com- 
petitive within as well as without — entered the 
recent fray by dennanding full IS-nntnute pro- 
fection assurance from stations prior to buys 

oiil\ sc\t'ii niT slill "in lU'gfotialioii," 
tliat out <if tlirso ?e^•^n oiih' one lia'^ 
given a (lat '"jNo." As for tliis .•^infrlo 
lioldoiit, it is anliripatfd thai an apcii- 
ey ii'itn^eiitative \\"ill travel slioitlj to 
tile station in (jnestion lo try jx'rsoii- 
allv lo "liriiifr it around." 

• riie leaiiinp frionjis. a^^ide from 



Multi-product advertisers 
are cited by nets, stations 
as the biggest problem in 
separation controversies 




\\ e^linJ;ll<)U-e, "lia\e sali^fied us as to 
tlieir iiileiitioiis and praetiees" (Ed- 
ward A. senior v.]). in charge 
of media oiicratioiis, liates). '1 liese 
inehide Con'nlliian, 'IVianple, and 
KKO rF(Mieral. reported earlier to 
haw taken varvinji position'^ of defi 
aiiec. 



• CAM and ABC o&os, reported by 
se^eral New York newspapers and 
broadcast trade journals to be edging 
into the Westinghouse eamp, gave full 
assuranee of the eontiiiuance of their 
15-ininute separation j)olicies. 

• NBC o&os, ^\hile a.«ked by Rales 
to reeonsider their 10-niiiiute protec- 
tion j)oliey of some two years' stand- 
ing (though not generally kno-\\n until 
the Bates-\^Vslinghouse dispute), told 
.'SPONSOR that no cancellations or 
direats of eaiieellations had been re- 
ceived from the agency, and that "we 
now have their request under advise- 
ment." 

• And Westinghouse ilself- the 
drama's protagonist, was reported by 
reliable industry sources to be draw- 
ing up an "implementation of policv 
thai will afford Rates what it needs." 

All in all, what had been mainlv a 
war of words seemed headed swiftly 
loward a truce of words. As one 
group spokesman summed it up. "It's 
all being settled by semantics." Bin 
the broadcast industry could look 
back upon the most publicized skele- 
Ion in the industry closet since the 
congressional hearings on network 
programing. It could also look for- 
ward to an uneasy and preeaiious 
peace. 

Viliat was it all about? What caused 
il? How did il gel out of hand? In 
order to fcrcl out the story behind 
the story— to part, so to speak, the 
guts from the glib — SPONSOR went 
not only to the principals in tiie cast, 
hill talked lo the growing number of 
walk-ons as well. As alert, wc trust, 
lo the unpaid, as it was impossible not 
to be to the said, this is bow the puzzle 
seems j)ieeed togetber: 

When Westinghouse, in frankly 
worded language, disclosed it was re- 
ducing its separation time between 
eoinpelitivc eonnnereials from 15 to 
10 ininutcs. no longer guaranteeing 
c^cn the 10-niiuute buffer, the major- 
ily of broadcasters (it can be seen 
now, in rell•o^pect) were caught un- 
prepared. For sc^eral years the prob- 
lem of product proicetion had been 
growing inereasinglv more sticky, 
abellcd by the new buying habits of 
network advertisers (i.e.- participa- 
tions: schedule spreads), by the up- 
swing in multi-product advertising in 
60-seeond eonimereials (i.e., piggy- 
barks, "integrated" spotsl.andby the 
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a'eminj;!) t.■lllII(■^s lluw of now prod- 
ucts from the major s'lap, iliug ninl 
food mamifnctiirer!;. 

Few bronilrasters were liappy about 
tul\ertiscr/aj;cncy insistence upon tlic 
15-minule rule of tlniml), hut nio.-t 
►aw advantage in letting time run its 
oiirse; in the gradual changing of 
igcncy/advertiser attitudes llirongh 
)rivate, relatival}' (piict. nuctings: in 
■oncerted industry action rather than 
solated incident. The Tele\ ision 
iineau of Advertising, in fact, had 
ilready gone so far as to proclaim 
)roduct protection "ohsolete." 

Thus, when the evohitionar\--rather- 
han-re\ olutionary approach was shat- 
■red by the W'estinghouse pronouiice- 
iinent, there was confusion not unlike 
Washington's during the U-2 incident. 
In the hours following Bates' threat- 
ening action, it looked as though the 
industry was divided for sure. The 
i.\ew York Times, in a 7 June article, 
|ipported both iS'RC TV and Corin- 
thian as siding with We^linghouse, 
jCI>S TV as going along with the 1.'). 
ninute protection continuance. Indi- 




EDWARD A. GREY, Bates' media chief, was 
inUrator of action against Westlnghouse, 
stresses advertiser's right to Insulation 



\idnal broadcasters, on the other 
hand, were un?nrc whether to view 
the W'cj-tinghouse ino\e as foolish or 
noble, regretting it on the one hand. 
a(hniring it on the other. The\- [the 
broadca.'«lers] had been trapped, as 
one obser\er put it. "preposteronsly 



in the middle, forccfl to a ~hou-(lo\\n 
without ade(|uale ;irm>. ' 

Win did Hales take the artioii it 
did, and whv did it wail 17 da\ ^ after 
the \\'e,-tingliou-e lettei to take it? 
C,rcv ^a\s numerous meetings were 
hehl with Weslinghou-e ulTM iak dur- 
ing this I7-(hiy silence, to try to per- 
sua(h' them to i hange their minds, lb 
told SI'O.NSOK, loo, thai, being the 
hirgcst spot agi'nrv, it was ineumbeni 
upon it to assume leadership in the 
response. Kirsl came the warning of 
total spot cancellation, on behalf of 
all its clients on the fixe Westing- 
bouse stations. This was fidlowed 1)\ 
letters to the 500 other tv siaiions, de. 
maiiding promises for a eontinualioii 
of the 15-niinute proieclion. Then, 
when W'estinghouse refused to revoke 
its newly stated policy, the working 
press had virtually a fiehl day: Hates 
cancelled all 52-\\cek bchedules onl- 
righl, planned to let those due to ex- 
pire within three or four weeks ex- 
pire naturally — with no renewab 

Hill is this realK- what happened.' 
I Please turn In jutpr 17 • 



EDITORIAL 



WHO'S RIGHT about product protection? 

In the accompanying article SPONSOR is pre- 
senting what we believe is the first and only 
objective account of the recent Bates vs. West- 
inghouse and agency vs. broadcaster fracas to 
appear in either the trade or general press. 

Our editors have endeavored to report im- 
partially "who said what and what happened" in 
the great 15- vs. 10-minute protection hassle. 

As reporters they have been careful not to 
take sides, pro or con, on the protection matter. 

But as a responsible trade journal, we do have 
a strong editorial opinion on this controversial 
subject. And we want to make our position crys- 
tal clear to all our friends in advertiser, agency, 
and broadcaster circles: 

1. We believe that the product protection 
question is primarily, and almost solely, an 
economic problem. And should be settled by 
the free play of economics in a free society, not 
by hard-nosed stubbornness, or purple emotion- 
alism, on either side. 



2. In a genuinely free economy the amount 
of product protection which a station or network 
would give its clients would be determined 
roughly by the laws of supply and demand. 

3. Any attempt by a giant client, or by a giant 
agency to dictate — through a threat of power — 
the rules of a free marketplace is contrary to 
the concepts of free enterprise and a free demo- 
cratic society. 

4. The question of whether Colgate Shaving 
Cream or Ivory Soap should be given 15- or 10- 
minute product protection is a relatively trivial 
one. 

5. The question of whether Colgate, P&G or 
Ted Bates should be put in the position of act- 
ing like ruthless monopolistic juggernauts is a 
very serious one. 

6. In future, before over-zealous media men 
start getting tough in behalf of their clients, 
we suggest they consult top level corporate 
managements in Cincinnati and elsewhere. 
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GRAND PRIZE award for "Who Says Beer Is a Man's Beverage? " spot was produced by MPO Videotronics for United Brewers Assn. (JWT) 



U. S. PRODUCERS WIN ABROAD 



^ Kohcrl Lawrence Prodiiclioiis boooiiu's 1st American 
firm l<) will ihc (]iip of Venice in inlernalioual festival 

^ Grand Prize of ihe Iiit<>rnationaI Adverlisinj; Film 
Fesiival f;oes lo IMPO and JWT for United Brewers spot 



N o more than a liaiulfiil of Ameri- 
cans attf'iulcd the dazzling 19ri2 In- 
ternational \(hertising Film l''esti^al 
in \'(iii(c. Italy, ll-l.i June. But 
V. S. eonuneieial> ^\•alke<l olT with 
the eake. 

This ^^as inerel) one of tlu; festi- 
val's euri(iu~ .-ideliehts. hut a disturh- 
iiip one for the fe^v Amerieans there. 
The final iiijiht saw Kohert Lawrcnre 
I'roduetions of Xew York take the 
coveted CDpim <fi 1 cnrzin (host gen- 
eral production of tho^e i ntrie- con- 



sisting of a uiininuini of six eonnner- 
eials ne\ er hefore won hv an Ameri- 
can firm), and .Ml'O \ ideotronics 
cop the Grand Prize award for "W ho 
Sa}s lieer Is a Man's Hevernge?" 
(for United ISiewers through J. 
Walter Thomijson I . There were nuirc 
than ],()00 iu attendance, aiul oulv 
se^(•u of them were Viiieriraus. This, 
despite the fact that a sizeahle share 
of the i')6 entries ^\■ere of V. S. 
origin. 

This glaring ah.-ence, according to 



on-the-sceiie reports to SPONSOR, was 
made doubh incomprehensible by 
the sizes of most other uations' dele- 
gations. Great Britains contingent 
was 302. ITance showed up with 157. 
German) kicked in 131. E^cn Argen- 
tina managed to send nine, and the 
South Africans six. Other countries, 
with relativeh' negligible entries, 
were nonetheless am])ly represented. 

Second only to the AnuM ican lapse' 
was the i)uzzle surrounding the Jap-' 
anese entries. No other nation's, 
commercials recei^(■^l the instautane- 
ouslv fin orable reaction from the 
audieuce that Japan's did. )et not i 
single Japanese connnereial wor 
prizes iu the main categories. Par 
ticularly applauded was a comnier 
eial eniplo} ing a small Japanese gir 
eating hall-shaped chocolate candies 
produced b\ the Japan Golor .Movii 
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Co. According to one I . film pro- 
ducer, "tliis dclijilitfiilh inexpensive 
coniMiercial. itVnc wilh snl)tlc Iniinor, 

Jej)itoniizc(l tlie tlicor) tliat siinplieit_v 
is often overlooked in tlie profession- 
~al atinosplicrc surrounding the lirain 
po^ver of an aj)|)oiiite<l advertising 
agency." 

Another interesting sideiiglit to 
the festival proceedings (held. i)y the 
way, at tlie \a(\o i'alazzo del Cenenia. 
wliicii faces the Adriatic) Kas tlie 
general view of entries prior to the 
actual awards. Many well-known 
French ])roducers. for example, lia<l 
predicted that tlii.s year's crop of 
American coniniercials were not up 
to standard; that they were, in fact, 
quite had. 

"This view." says an American 
producer, "isn't too difhcult to under- 
stand when yon consider the tremen- 
dous difference in approach hetween 
U. S. producers and those from most 
of Kuro|)c. The French and Italian 
technique, for example, is hevoiid a 
donht artistic and colorful. The 
trouhle is. it's so artistic and colorful 
that one tends to ignore the suhlini- 
inal attempt to sell a product, an end 
result which the producer seems hent 

Ion camouflaging. Instead of an eflec- 
ti\e hlend hetween the attention-get- 
ting techni(jue and the 'sell,' there is 
1 such an overwhelming eflort to hide 
' tlie final unveiling that one feels led 
on a path of trepidation. Uy the 
time the point is made you hegin to 
wonder if it was worth it." 

Adding: '"However, this is just one 
man's o|)inioii. Who knows? Mayhe 
the purpose of eoiinnercials is to en- 
tertain, not sell." 

The Coppa di Vcnezw (Cup of 
Venice) is gi\en hy the city of \'eii- 
ice to the producing company ohtain- 
ing the highest average points in the 
jury's voting. Among the commer- 
cials helping Rohcrt Lawrence Pro- 
ductions take it this year were "The 
r.lairol Story" (through Foote. Cone 
& Belding) and "Boy and Cars" (pro- 
duced for General Motors, through 
Caniphell-Ewald). With the award 
went a personal commendation from 
Peter Taylor, director of the Festi- 
val: "'This is a most coveted prize, 
because it means that all your films 
were of the highest possible standard 
in comparison with all other entries.'' 



The La Grand I'nx dc la Tflri /- 
s\on ((.rand I'ri/.e) won l«} MP() 
Vi(leotroni<'s, Inc., inark^ the lii>t 
time in sexeral \ear> that this aw aid 
has heen gi\en to a I . >. jirodiieer. 
It was taken last \ear hy a lirili.-li 
producer and for two eoiiseentixe 
\ears hefore that 1>\ eoiiiiiiereial.-^ 
jirodiieed oxer^eas for Clie\rolet. 
This year's winner, "Who Says P)ecr 



l> a Mans lie\ eragc , wa^ written 
l)\ Al 1 Lillian and Jack Widil. with 
inii.-ie h) Mitch l.ee, all of j. Walter 
1 honipsoii. -MPf) \ ideiitriini(-s pro- 
dnc-er uas liill Siisnun. 1 lie t-oin- 
inereial wa-^ diieelcd \>\ Charles 
Dnhin. 

The eight major categories for Iv 
I oiiini<'reial> were: li\c action, 
{Please turn to page 48) 




"THE CLAIROL STORY" (FCXB) was one of several commercials helping Robert Lawrence 
Productions take the coveted cup given by the city of Venice, the first to an American producer 




"BOY AND CARS" for General tvlotors (Campbell-Ewald) also convinced jurors of Roberf 
Lawrence skill. The producer obtained the highest average points in voting by six-country jury 
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PAIR THE STATION AND CITY 



€)f tliK (). 01)0-0(1(1 broadcasting station? in the I iiitcd 
States, cliancps are tliat darned few of them iiiaiiitain 
their studios and transmitter in the same location. With 
thi- in iniiid. sPO^^(lli editors compiled a list of stations 
with \\ell-knoun studio locations, but little known trans- 
mitter site<. to test the knowlc(li;e of the media-phile. 



I^isted below are the call letters and coriect studio lo- 
cations of 10 radio and tehn ision stati(ms. In the center 
column are transmitter sites. Houc\er. they are scram- 
bled in such a way that transmitter locations here are 
not paired ^^itb the conect station. If you think you 
know who bfdongs to what I'no fair peeking in SRDS), 



STATION AND CITY 


TRANSMITTER SITE 


WRITE IN ANSWER HERE 


WABC .XeicYork 


WHITESTOWN, N. Y. 






HAYWARD, CAL. 




WJRZ Arnorh: y. J. 


LYNDHURST, N. J. 




K T N T - T V Srallle-Tuco in a 


VIEW PARK, WASH. 




WINS ScrcYorl 


GRAND ISLAND, N. Y. 




WGN Uiira^o 


ITASCA, ILL. 




WTAR-TV vo/^/A 


CLACKAMAS, ORE. 




WNBC vp«. )(./. 


NEW SCOTLAND. N. Y. 




KGO ^(111 Fidncisco 


MT. PLEASANT, S. C. 




KCRG-TV Ccddi Rapids, loiui 


WALKER, IOWA 




WII^N.TV // / c / 

llr U^n- 1 V (.hdiiesion, S. C. 


TUCKER, GA. 




WIBX mca.y.Y. 


NEAR NEWARK, CAL. 




WBEN iiiiffuhK A'. Y. 


HAMPTON TOWNSHIP, PA. 




KRAK Sacra mciito 


NOVATO, CAL. 




KFAY Sail Francisco 


HERALD, CAL. 




WCAU PhilmMphia 


LDOl, N. J. 




WEBR uugain, X. v. 


PARMA, OHIO 




KEX I'ortland, Ore. 


GRAPEVINE, TEX. 


1 


WMT-TV Cclar Rapids, lona 


MARION, IOWA 




KDKA I'itLshnigli 


MEDFORD, MASS. 












.'52 







WITH ITS TRANSMITTER SITE 



wrilc ill ulial \on lliiiik is llic eoiifd liaiiMiiilliM" silo in 
cuiiiiiiii liirce. 

FCC riilfs for niii radio slalioiis rc«|iiin" lliat "llic 
Iraiisiiiillci' of cncli slaiitlard liroadca^l ;lalioii l^e so lo- 
caled llial primary >cv\ice is tlciiM-iod lo liie ijoroiigli 
or cilv in wiiicli liic main ^l^(lio is localcd in accoi dance 



uilli llic Slaiidar(l> of (Jood Iji^iinrcriiig I'raciicc' 

Caiilion; llio rules for Iran-iiiillfr loralioii dn imi 

rft|iiirc slalioiis lo locale aiileiiiuie in llic -aiin' -lale a- 

llie main sliulio. 

To check \oiir urile-iii aiis«eis atiaiiist llie (oiicit 

localioiis. Iiirii lo page 61. 



STATION AND CITY 


TRANSMITTER SITE 


WRITE IN ANSWER HERE 


l\A I £. It oil St on 


CEDAR HILL, TEX. 




IffttI lioston 


TRENTON, MICH. 


- 


iVDD Ithnitd 


KEARNEY, N. J. 




WIP 

WJll Detroit 


DRIVER, VA. 




IV T W Ch'vchmd 


HAMBURG, N. Y. 


- 

— ■ 


WrAA Dallas 


DEEPWATER, TEX. 




Uf 1 AD TV/ » 
WJMK- 1 V I'roiidcncr 


REHOBOTH, MASS. 


- 


WUUr Boston 


MOORESTOWN TOWNSHIP, PA. 




WRRM ri- 


n ^\ ^1*11 1* III 

ROSELLE, ILL. 




WVOU St. Loins 


GRANITE CITY, ILL. 




WROC-TV Rochester. V i 


CORINTH, N. Y. 




WAST (TV) Albany. X. Y. 


BRIGHTON, N. Y. 




WTVT (TV). Tampa-St. Peter sbur<r 


ORANGE CITY, FLA. 




KTVI(TV) St^Loins _ 


MIDDLEVILLE, MICH. 




WDAU-TV Scranton.Pa. 


PORT WASHINGTON, N. Y. 




WOOD-TV Grand Rapids 


SAPPINGTON, MO. 




WES H -TV Da) tona Reach 


LIMONA, FLA. 




WFLY Troy. A'. Y. 


RANSOM TOWNSHIP, PA. 




WFAA-TV Dallas-Fort Worth 


LEXINGTON, MASS. 




WHN Xeu'York 


EAST RUTHERFORD, N. J. 
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HOW 'FLITE FACTS' TOOK SHAPI 



^ Eastern Air Lines' unicjue radio campaign lo inform customers of flight coiidi- \ 
tions in 10 key cities involved a lot of work, especially for FRC&H's timebuyer^^ 



Eiastein Air Lines' "res'' clerks and 
ticket agent? received a belated 
"Christmas ])resent" early this year 
— the airline's "'Flite Facts" radio 
campaign. 

The electronic liauble makes work 
for tlic airline's eniplovees much 
easier by informing customers of 
flight drhn« and cancellations via 
regularly M-lieduled radio announce- 
ments. Tlii> in turn reduces mob 
scenes at the airports and cuts do^vIl 
on the tremendous number of tele- 
phone inquiries about flight ojiera- 
tions during holidays and bad 
weather. 

This situation, a recurrent one to 
which Rastevn's ])resideiit M. A. Mc- 
Intyre hatl given much thought, 
reached a climax of nightmarish pro- 
portions la^t Christmas after a build- 
U]) which began before 'llianksgiving 
Day, It wa? a leathery-knot problem 
which Mclnlyre determined to have 
unraveled. 

Not only was it bad l)usiness to 
do nothing, the former Air Force 
Under Secretary decided, but it j>ar- 
ticularly effected Fa-tern's Air Shut- 
tle between lioslon. New York and 
Washington a ser\ice clo.-e to the 
carrier's proident. and one of his 
best-known innovations since joining 
the airline in 1 97V). 

One tbouglit which returned to 
Mf lntyrc again and again wa^ that 
the kej to the ^vbole ])r()bleni might 
lie in somehow broadcasting the in- 
formation on delavs. cancellations, 
and further airline data -in other 
words, lo ( nhance customer con^cni- 
ency by bringing flight data to the 
eu>toin( r>. rcdnt ing the need for 
them to --eek that information from 
the airline, 

Mclntyre called in Faslern's ad- 
vertising agencv. Fletcher Hicbards. 
Calkins & llolden, to determine if 
such a plan could ^vork. From this 
beginning, lui.-tern's higlilv success- 
fnl "Flitf Facts" radio cam])aign ^^as 



soon brought into e.xisteuce. 

Starting as a test in four cities, 
''Flite Facts " has developed into ap- 
pro.ximately one-minute announce- 
ments every hour on-the-hour from 
6 a.m. to midnight, seven davs a 
week, on a key radio station in 10 
cities. 

The campaign began 1 ^larch on 
WAAC. Boston: WCKK, Miami; 
WILX. Xew York, and W.MAL. 
Washington, and was e\j)anded 1 
April to include \\ SH, Atlanta; 
WRT. Charlotte: WLS. Chicago; 
KTRH. Houston; WDST. New Or- 
leans, and WFLA. Tampa. 

At the agency's first meetings, pre- 
sided over by Ikadley A. Walker, 
board chairman and Eastern account 
supervisor, and by Sv Frolick, senior 
\ ice president, radio-tv, both the use 



of tv and radio was considered in a 
fne or 10-minute time period daily. 

Tv was eliminated at this point 
for a number of reasons: the medium 
offered less physical accessibility for 
regular '"news" broadcasts of the 
type jdanned; tv stations were un- 
able to clear satisfactory spots in 
prime time periods, and costs were 
much higher than radio. 

Now warniin"; to its task, FllC&H 
bad timebuyer Jim Kelly begin in- 
^'estigating all radio stations in the 
four cities lo weigh the ])Ossibility of 
using each, based on each station's 
coverage, progranung. rates, and 
other factors. 

In the meantime. Manson Steffee, 
FRC&H's tv-radio ^vriler-produeer on i 
the EAL account, worked on sample i 
'"Flite Fact" announcements and 




KTRH, HOUSTON, aired its first "Flite Facts" (via now outdated phone set-up) with 
help of PGW radio account executive Gsorg Ponte (rear) and news director Ken Fairchlld 
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"FLtTE FACTS"rad;o sfafions have been receivfng messages over Bell Sysfem Telefype machfnes since 2 1 May. Above, teletype operator Christine 
Wisell punches teys in airline's New Yorl home office as Eastern president M. A. Mclntyre (I) and FRC&H board chairman "Brad" Walter loot on 



oinnieicial; and found that they 
ouhl he handled in approximately 
ne-niinute messages if they were 
done with pveat frequcnc) — 12 times 
a (lay (now 19 times a day). 

Kelly then called \irtually every 
station or station rep in the four 
cities, to see what he could come up 
with (this was soon to he repeated 
when six more cities were added). 

Some stations were unable to pro- 
vide the time because of news sched- 
ules, hall games, or unbreakable con- 
tracts. Several stations were able to 
agree to the time after convincing 
other advertisers and agencies of 
Eastern's need for an inflexible time 
set-up. and getting them to agree to 
switches in placement of their mes- 
sages. ''Tliat sure was a pesky prob- 
lem." KfUy said. 

Once an agreement had been 
made between the stations and the 
agencv. a meeting of the station man- 



agers and their reps was held in New 
\()rk. headed up by Walker and 
Frank Sharpe. Ea.-tern"? \iee presi- 
dent of customer ?er\ ice. 

At the meeting, the full detail; 
were presented. que>tions invited, 
and each station took away a "Flite 
Fact" information sheet for the [)cr- 
sonnel to u^e as a guide in making 
the unusual program work. 

Steflee. in cooperation with H. F. 
(Rob) Abbott, the airline's manager 
of customer service planning at 
\ew York"' Idlewild \irport, ham- 
mered out the contents of the an- 
nouncements guided by .Mclnt\re's 
admonition to ll be truthful, 2t add 
to passenger convenience, 3) avoid 
airline lingo. 

"Flite Facts" breaks down into 
three parts: l i a standard 10-second 
taped opening which retains the same 
Eastern "Flite Facts" identification 
in all 10 citie*. 2 1 the middle copy 



of vaiiable length whieli informs the 
airlineV customers of (light delays, 
cancellations, etc. — by arrival and 
dc|)arture time> and not h\ flight 
numbers. 3 1 a cloying commercial 
"tag" of 20, 30 or 10 seconds dura- 
tion [)repared by the agcnc) and sent 
h\ mail to the station?. 

Any of many subject; arc used 
depending on weather or activitie> 
going on at the flight's dotinatioii 
(e.g.. fc>ti\al>t a> the main part of 
each announcement. Tbe>e are fol- 
lowed by the >pecific commercial 
tag which Ea>tern desires. 

The "Flite Facts ' information or- 
iginates from Eastern's SCOPE fS\s- 
teni Control Operational Planning 
and Execution I set-up at Idlew ild. 

Each of the 10 radio >tation~ re- 
ceive> a s-eparate report in red ink 

about 15 to 30 minnte? before each 
broadcast hour bv wa\ of Hell S\-- 
( I'lease turn to pa^r ■]')) 
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EX-AGENCY folks at H-R (I to r) Gil Miller, account exec, radio; Gene Malone. account exec, tv; Al Ritter, assistant sales 
mgr., tv; Jack Canning, account exec, radio; Avery Gibson, vice president, sales development; Max Friedman, eastern radio 
sales manager; Art Beria, assistant sales manager for special projects, television; Tom Buchanan, account executive, television 



WHY BUYERS BECOME SELLERS 

^ ITerc's lowdoM'ii on wliy ajiciicy-lraiiietl pcrj^oiincl switclicd to rep firms. Ageucv 
«;xpt'ri<'nc(' h<'l])fiil. "Kep .selling more challenging with greater financial rewards" 



^^irtiKill) all menfolk in i-tatioii 
rcppiiig wlio reflcft on tlieir past jol>'^ 
in ach iTtisinj: afictic ic-- do so \\ itli 
llianks for (;xp(^ricnce> ;iC([iiir('(l ; but 
tlie iiostali^ia, it appears, isnl as 
tliick a-^ llic 7(l-eeiit -pread acheitised 
oit (lie ail". si'ONsoi! last week talked 
>\illi nunicnms icp fiim inhabitants 
ulio switched, so to speak, from biiy- 
injr to selliiifr. What motivated them 
to <ii\<; up their Madison \\eniie 
timebu) iiig chores in fa\or of yellinp 
the merits of broadcast adxerti.^ing? 

On the whole, most rep men did 
not hesitates longer than it takes to 
deli\(r an 1.1). to come uj) v\itli 
(piotalile ansv\ers. llowe\(M, several 
tart replies cafne from re]) firm ]icr- 
s(jinii'l that mlisl ol)\ ioiisly be re- 
folded without identifviiifj; the re- 
spondents. 

For e\ainj)lc, there vv,i- one who 
said (loiiil\ : " \s a buv("r. I bad to 
make sure 1 ^ol the best time avail- 
able foi mv ol)jecti\e^. a si'Iit'i. 
1 hii\e to miload what 1 have. The 



heck with the buyer's objectives; 
We pot my own objecti\cs: 1 \e £;ot 
my own ])rohicins.'' 

Said another grizzled rej) anil es- 
capee from the a J apeney dodge: 
■" I be great blessing is not hav ing to 
work v\ith an account executive." 

."still another rep salesman growled: 
"M) cailoii-e^ are now in a diflerent 
extreniit) .'' W hat seems certain af- 
ter talking to station reps is that the 
loot s better on the other side of the 
street and that's whv tbe\' became 
sellers! 

Heic. for c.xnmple are the thoughts 
of time salesmen who came "across- 
tlie-desk ' from media departments 
of agencies: Hob ISiirke, Yonng-Tv. 
foimerly Henton & liowles. Crc\'. and 
( nnningliam 6w Walsh, told sl'oxsoii: 
'■\Iy entire nei"\'oiis system lias done 
a double reverse. Instead of worry- 
ing about being able to buy it. 1 
uoiry about being abh" to seii it." 
Hi- colleagn(\ Kstlicr Kaiich. at 
\dum 't oimg. Inc.. fornierh" chief 



timebuyer. Leo Burnett, said suc- 
cinctly, '"Now I buy the lunches in- 
stead of getting them." 

Declared Ted Brew, Adam Young, 
Inc.. formcrl}' media super\"isor, 
BPM)0: "I disco\ercd that you never 
really get to kiiov\' a market until 
)(iu sell it because to attain in-deptli 
kiiovN ledge of an area, you must get 
to know each station as well as your 
own. 1 founil out. too, that you 
never know ]ieo])le until you sell sev- 
eral various kinds." 15ob Sycrs. Ad- 
am ^ oung. Inc.. formerly BBDO, 
said j)roudh, ''I never before realized 
the creative potential and wa-t scope 
of radio until 1 sold it." 

Tbc boys at H-R Teleyisioii and 
11-11 l!epresenlati\ es wlu> migrated 
to statif)n iepj)ing from the ad\ertis- 
ing agency business took with them 
considerable experience — as.-ets that 
are standing thciii in good stead in 
their present endeavors. 

'1 ber(>'s (Vi\ Miller, now account 
exec al ll-K Heps. v\li<) was formerly 
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I Duiialiiie ^ Coc. "\\\ apt'ucy ex- 
jei ioiu r ( he was an assi^la^t lo an 
ccoiinl executive) taiifslil me lesson;; 
"11 iie\er forjret. bill it".- the leji Ini^i- 
le;-;' ft>i ine all the way! " 

Gene Malone. accmiiit exec, 11-R 
rV, was :i buyi-'r at William l>ty. 
'The >ati>facti<>ns are the same on 
)Otli sides of the feiiee. " he told 
I'O.NSOlt. 

Al Hitter, assistant sales manager 
^or lldv 1^'. was a huyer at Coinp- 
on. "I'revioiis ajieiiey e\])eri('n(e 
nakes it possible for a rep to see 
loth sides of the eoin. and thus do a 



Mark 11 inkle. Wasliiiifiton, 1). C, 
told si'ON'siut: "The ex])friciice 
paineil from an apency-client rela- 
tionship has ]>ro\iMi invahinhle to me 
a- a representative.'" 

May Frifilmaii, i"a>terii radio sales 
manager for 1M{ Keps. was at oni- 
time a ]>artii<'r in .Meneoph Jv I'ried- 
man. Des .Moines. Frieduuin told 
si'0\son: ■'Uolh reps and ajjeiicifs 
johs ha\e terrific stimnli \oii he- 
loiij: where \ find vonrself the hap- 
piest. 

\rt lierla. assistant sales manager 
for special projects. Il-H 1 \'. and 



was that llie siilisfaetioiis come fiom 
greater responsihilit) lo hoth the 
.stations they represent and to the 
hnyers they sell more chalh'iige, 
ami greater financial n-wards. 

y\niong the Kat/ men in jii-t the 
\cw York and I'hilailelphia <)(li(<'s 
v\ho were "agi-nev traiiii-d. ' are ( l'\' 
Sales) .Mike Menihrailo. 'lA llast 
-alcs manager, fornierlv of ("imning- 
ham Walsh; Frank McCaiin. T\ ■ 
Kast assistant sales niaiiagiT, formi-r- 
ly, Y&K and Ted Hates; OHie Hlaek- 
well, director of t\' audience de\elfi])- 
ment. formerh Ted Hate-: Hii-s (<aii- 



lAany opportunities open to station representative workers 

2 3 4 

1 






FORMER agency men: (I) James Thelss. v. p. & gen. sis. mgr., BUIr TV Assoc.; |2) Jerry Gibson, sales, Blair & Co.; (3) Roy Ten!, tv accf. 
eiec. PGW; j4) Lloyd Griffin, pres., fv, PGW; (5) Sanfo Crupi, Boston office. Avery-Knodel; (6) John Del Greco, N.Y. sales, Avery- 
Knodel; (7) Burl Adams, Harrlngfon, RIghfer & Parsons, account executive; (8) Robert Lamlcin, Harrington, RIghter & Parsons, account executive 



better joh of ser\ icing and selling."" 
Hitter explained. 

Jack Canning, account exec at II-H 
Heps, was a buyer at SSC&H. '"Agen- 
cy experience is most helpful in sales 
since it tends to give a salesman a 
better overall ])ictuve of media ob- 
jectives and marketing ])roblems." 

Avery Gibson, presently H-U vice 
president, sales development, and 
formerly a co])y writer at Williams. 



former chief timebiiyer, HHDO, said 
siiccinclU : "llie challenges are the 
same. ' Tom Huchanan. account ex- 
ecutive. H-H rV. and former owner 
of Berkshire Ad\ertising Associated. 
.Mass.. said that '"the handling of a 
wider range of accounts makes the 
repri'scntative selling more interest- 
ing. " 

Similar sentiments were ex|)rcssed 
at The Katz \2encv. The consensus 



dreaii and l)d\e Mien, both of Hen- 
ton & Bowles; Al Westcrmaii. Ted 
Fiates; Des 0"i\eill, Hrvan Ilou-ton, 
K&F,: Hriic- MeEwen, Y&H. 

I'^roni the radio sales section of 
The Katz Agene\ the following bail 
from agencies: Arne Hand)erg. man- 
ager. l'bila(lel])liia olTiee. formerly of 
\. Ayer; Sal Ago\ino. .M((!ann- 
ICrickson and William F'sty. and Lew 
Creist. Ilicks & Creist. 
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\ ( lirck al the F-d^anl IVlrv & Co. 
oflicf alx) KMcalcd a numlifr of iiien 
had made (lie Irarisition from 
llif aiioiit \ l)U5-iiic» to the ri']) field 
and uere happv indeed to do >o. 

\nion<; (hem ^v^'re Robert L. Hut- 
ton, Jr.. \ Iv proinolioii. Hulton's 
fir>l job ^^a^ eo])ywriler at HR[)0. 
He .^aid one major appeal of slalion 
and re|) prornolron is the ex])anded 
ereali\c i-eopc it ])rovideb. Another 
attrat lion uhleh promotion offers is 
(lie final sale, aecordinj: to Hutton. 

Maleolni ("Mike") James, recent- 
ly a])])oiriled <;roii]) sales manager, tv 
di\ision. I'eir). \\a> formerly a time- 
huM'r al Ted liates. H&K. and Ander- 
son & Cairns. "One of the rewards 
\\hicli 1 find in the re]) sellinj: field 
is ihe greater latitude in media plan- 
ninjr for an account or prospective 
aceonnl. James said. "Duriiij: m) 
s(!veii ) ears as a buyer, there was 
Usually one si>l of restrictions or an- 
other set uj) by the client, \vitlnii 
^vbi(ll ue had to yvork. On the me- 
dia sidi'. you are free to develop a 
pro])osal \\hieli y on think will do the 



most good and then y ou are free to 
>-ell it to the agi'iiey in whatever kind 
of ycvbal and \\rittcn presentation 
y ou see fit.'' 

William J. ]\Iathe^vs, Jr., tv sales- 
man. E(h\ard Petry, yvorked in me- 
dia and other departments at Y&R. 
In the rep field, he said, he had move 
op])ortunities for contacts "with ])eo- 
ple and a chance to yvork on more 
accounts than in the agency field . . . 
media selling also proy ides a more 
thorough orientation in broadcasting 
operations and, through travel, in 
market knoyvledge and eoinprehen- 
sion.' 

Loul^ A. Smith, v.p. of the Petry 
Chicago office, and former owner of 
an ad agency, said that small agency 
yvork yvas "fascinating, intriguing, 
creative hut . . . those extra hours 
both day and night, spent over the 
cojn table can t eom])ai"e to the com- 
pensation reeeiycd for the same 
amount of time used for a coin|)eti- 
tive sales ])itcli. When you sell some- 
thing, the results are right there in 
front of you." 



A desire to concentrate on the 
broadcast media led Petry's tv re- 
search director, Hob Schneider, from 
agency to rep business. Exposure to 
all media, in a fiy e-aiid-a-half-year 
stint al SSC&B. helped pinpoint 
broadcasting as his main interest. 
Hep research yvork, he feels, alloyvs 
the researcher to develop an intimate 
knowledge of his medium and his 
markets. 

In the CBS llailio Spot Sales shop 
one also finds a number of agency- 
Irained individuals, among them, ac- 
count exee Kay Krcincr, forinerly di- 
rector of radio/tv, Rutledge & Lilien- 
field and Lambert & Feasle} ; account 
exec Gene Litt. formerly tiniebuyer 
al K&E anil other agencies; account 
exec Warren Jennings, formerly 
at Peddlar & Ryan and Calt- 
kins & Ilobleii: account exec Carleton 
Sieck. formerly v.p.. H. Charles 
Sieck, Inc.: Hank Poster, director, 
sales proniolioii, formerly in media 
research, Rioyv Co.. and director, ra- 
dio/tv, Goldenthal Agency-; assistant 
director, sales promotion, Norm Gins- 



All say they are glad they once worked for ad agencies 



9 10 11 12 




FROM buyer to seller: (9) Warren Jennings, acct. exec, CBS Radio Spot Sales; (10) Ray H. Kremer, acct. e»ec., CBS Radio Spot Sales; (II) 
Eugene Litt, acct. exec, CBS Radio Spot Sales; (12) Smith, v.p., tv, Chicago, Petry: (13) Wm. J. Mathews Jr., tv salesman, Retry; (14) Bob L. 
HuHon Jr., p., tv promotion, Petry; ( 15) Arne Ramberg, mgr., Phil, office, radio sales, Katj Agency; ( 16) Franlt McCann, East. asst. sis. mgr. tv. Kati 
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SPOKEN WORDS— WORTH 
MORE THAN 1,000 PHOTOS 

One picture worth a thoirsaiul words? 
You ^"ivc nic 1.000 words and 
I can have the Lord's Pia\er. 
the twenty-third psahn. 
tlie Hippocratic oath, 
a sonnet l)y Shakespeare, 
the Preamble to the Constitution. 

Lincoln's Gettysburg address, 
and I'd have enough lelt over for 
just al)oni all of the Boy Scout oath 
and I wouldn't trade you 
lor any picture on earth. 



burg, and fi)iiner picsiih-nt, Crfati\f 
Campaigns; John Huzby of the Chi- 
eago ollice, who worked for Ziinmer. 
Keller & Cah ert and .Mik<> Keating of 
the Los Angeles ofTiee who was with 
lloiiig, C<)o|)er, and Harrington. Said 
the aforementioned Kremer, '"Wlien- 
c\er I'm getting read) to make a 
sales |)iteli. 1 ask myself how would 
this sound to me if 1 were on tin- 
other side of the (le>k . . . the time 1 
did spend on the 'other side of the 
desk' in the ageney business mnkes 
it easier for me to eome in with the 
kind of offering that makes the most 
sense to the enstomer." 

Said Litt: "I'm glad 1 hnd time- 
buying e.\|)erienre in the agenry 
field. It bel|)s immeasurably in my see- 
ing things from the \ iew|)oint of my 
clients and in making the best pos- 
sible reeomniendations to them." 

In the radio <li\-ision of Kdward 
I'etry & Co., there is, for e.vam|)le. 
Marty Perci\al. Eastern radio sale.- 
manager, who previously worked for 
SSC&B as media research anah>t 
and as timebuyer at MeCann-Eriek- 
son. he biggest single ad\'antage. 
to me, in working for an ageney wa> 
being ex|)osed to the selling meth- 
ods of the best time salesmen in the 
broadcasting business,'" he said. 

Ed Rohn, Petry radio account 
e.xec, \vas a timebuyer and account 
exec at Maxon. Compton, Cecil & 
Preshr) and X^'arwick & Legler. Joe 
RafTetto. Petry radio account exec, 
ame from V&K where he was senior 
media buyer. RafTetto thought selling 
vas more creative and more eballeng- 
ing. Joe l)e\lin, Petr) radio account 
exee. came from 1)-F-S. where be was 
media snper\ isor. Dick Branigan. 
another Petry radio account exec, 
was a timebuyer at JWT and Mc-E. 
Both De\ lin and Branigan said tbe\- 
igained much on the agency side that 
is applicable in selling. 

Like other rep houses. Harrington. 
Rightcr & Parsons has lots of buyers 
who turned sellers, beginning at the 
lop with Turk Rigbter who for sev - 
eral years was a buyer at Y&R. 
Others include Burt Adams. HRP ac- 
count exec, previously with Mc-E: 
Robert Lamkin. HRP account exec, 
previously senior timebuyer at 
Compton: John Jay Walters, HRP 
iPleasp turn to page 49) 



^There are times when pictures 
not only add nothing, but they aetu- 
alh g<'t in the wa}'. For |)roof of 
this we can exhibit that nearh ex- 
tinct but well remembered art form, 
the radio drama." 

So s|)oke Dallas Williams, presi- 
dent of Dallas Williams Productions. 
Hollywood, when he recently ad- 
dressed the Southern Calif<irnia 
Broadcasters Assn. on the power of 
radio .^ound. 

''One picture is worth a thou-and 
words."' \\ illiains quoted the famous 
|)hrase. ""But I don't Ixdiev e it.'' be 
continued. He followed his state- 
ment with a self-styled "Declaration 
of Independence" from the limita- 
tions of that well-known epithet of 
unknown origin. His words, widely 
acclaimed, were reprinted on parch- 
ment for distribution to admirers 
' (see picture abo\ e"l . 



S|)eaking further of the impact of 
the .-|)oken word. W illiam> said: 
■■ I hi~ \elii(le [radio] can -till c\i)ke 
reaetion> and <'inotion- in it.- li.-ten- 
er> and |)rom|)t them to |)aint far 
more intricate |)ietnres in their o^vn 
minds than an) motion |)icture could 
ever paint for them on the ser<'en. 
1 he greatest |)rodncer in the world 
would reach his limits of slu-er im- 
agination and l)ndg<'t without e\en 
begiiming to construct the setting 
that the merest child can build up in 
an in-tant. 

"Do \ on think \ on will e\er in all 
\onr life hold in your hand- a pic- 
ture that will match the word picture 
of 1- ibber McGee"> closet? I'x c -<'cii 
|)icture- of Norniand) beaehes on D- 
Da\. but ne\er one that got lo me 
(|nite like George 1 licks did when he 
talked about it on the radio that 
morning. " ^ 
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THE RENAISSANCE IN RADIO 



^ Leading lulvrrtisiiig sj)okosiiiaii {i^ives nv\f vieMs on obstacles in radio and lioM' 
to sj)t'ed u|) radio's rebirth; ilbmiinates some 'back-biting' coniineiits in industry 



Joliii C.rirJilon. president of American Association oj 
Itlrertisinp; Ay:eitcics, sets forth important (jnestions in 
a .speecli recently presented at the 1962 annual convention 
oj the Colorado Broadcasters Association. The text oj 
the address is reprinted here jor the benefit of SI'OXSOFJ 
readers, l or a profile oj Crichtou see 21 May issue. 

La<lies and C.cntlciiicii : 

A^ \ou luive heard. I'm a Colorado l)oy, and I was 
reared on Colorado radio. 1 Iniilt a rrystal .«et and a 
oiic-tiilie set. and tiie object was to brinj? in KOA, KLZ. 
and KTEL loud and clear. 

1 ihiiik I \va> liick\. in-a way. liecause 30 years ago 
all radio was conscious of its cultural mission. Networks 
and ^tations were \ \ inf; to bring to their audiences the 
finevi in art and enlertainnient which was available to 
them. In my day, school chihlren grouped in classrooms 
to listen to Walter Damro^cli e\])lain the background 
and detail of the music he condueled. And for many 
peojile. their first contact with the world of cla.ssical 
nlu^ie and the great drama, came through radio. It was 
radio which ])ioneered die niimitediy-minute reporting of 
^port^ and politics, whirli originated the jiublic events 
formn. 

I am, in short, one of that generation of Anierieaus 
who has e\ery reason to be grateful to radio, because it 
did so much to eiiric b our li\es and to make life more 
meaningful. 

'l'oda\ 1 shall be talking primarily about radio. 

Man\ advertising ageiie\ nreii today believe that radio 
is in the midst of i enai.-sance. They l)elie\e it for a 
\aiiety of reasoii>. Most of ni\ talk today will deal with 
the ob>ta( le.- to that renaissance, and suggestions as to 
bow the renaissance iniglu be accelerated. 'I be examples 
and fjnoles are drawn from member agencies acti\'e in 
radio. 

First, let me make; a \ei-\ general statement. Iladio i> 
a greal me.dinm of ( ommunicalion. probablv the closest 
tiling to a truly universal inediuui that exists, 'lliere are 
radio stations in tow ns which eau support no daily news- 
paper: there are radio stations in towns where tlie total 
la\(l()wii of national magazines is a liandfid: there are 
ladio station^ in towns unreac hed by tele\ isioii. If the 
ino^t baleful propliels of lO.iO had been completely right, 
and networking had ended fore\'('r in radio, it is (|uite 
pos>ible that s,,iiie 2o\'erimient service iiiiglit lia\e bad 
tf> be organized. There is no cpiestion of the great 
national ^crvice radio pci forms, or of its eoiil ributioii 
to the individual local eoiniinniity. 

Nor i- theic aii\ (pic-tion of its imicpie adaptability. 



About a nioiith ago, when Astronaut Scott Carpenter was 
flung into orbit, men w ho li\ ed in the eonimutiiig areas 
of Aew York could be seen elutcliiiig their transistor 
radios on the trains, follow ing his epic flight. They had 
left their television sets, where they saw the preliminaries 
or the actual blast-off; on their la]is, still folded in many 
cases, were iiewsjiajiers printed several hours earlier 
which detailed the background of the new Project Mer- 
cury shot; but the medium able to adapt to the problem 
of supplying the latest news was the radio. 

Second, 1 don l plan to talk about the rale problems 
of radio. Because 1 don't talk about them doesn't mean 
there aren't ])robleiiis. The lack of definition in rate 
cards as to what constitutes a local advertiser, or a 
regional adxertiser, or a retail advertiser, or a national 
adxertiser, makes selling dillicult for vou. makes esti- 
mating diiricull for agencies, and makes buyers extremely 
skeptical. In the belief that radio rates are totally un- 
fathomable, many ad\-ertiser> and agencies ha\e written 
radio ofT. 

1 would like to eo\er fi\e major points: 

1. The problems of loo mam radio stations 

2. The problems of too many coimnereials 

3. The problems of inadequate research 
I. The problems of automated 1)U\ iiig 
o. I lie pi (d)lems of ill-a(l\ ised selling 

If any one eonmient runs through the \ iews of major 
broadcast agencies, it i> that radio sufTers from too many 
stations and too many commercials. 

Obviously, neither of us can do anything about the 
number of stations. Hut Chairman Minow has now indi- 
cated that the FCC lias recognized the problem, which 
presumably represents some kind of progress, and ]ier- 
liaps if the problem won't get better, it will gel no worse. 

The miiiiber of stations means fractionated audiences. 
The fragineiitalion of tlu; audience makes radio less at- 
tracti\e as an advertising medium. It makes it difficult 
for any broadcast measuremenl service to provide a 
ser\'ice acceptable to most of the industry. The "num- 
bers" lelated to individual components of an over-all 
radio purchase are so small by comparison to television 
today or radio in its lieydey that they are subject to 
serious (jueslioii based on measurement tolerances alone. 
Also, measuring oiit-of-home listening is most difficult. 

To sav it simply, audiences to one commercial are rela- 
tivcdy small. Vi'itli audiences spread out over many sta- 
tions, higli-frccpiency. niulti-statioii purchases are gen- 
erallv needed to obtain .satisfactory market coverage. 

This had led some agencies to conclude that radio can 
oiil\ be efTeetively used in massive (piantities. Others 
sa\ flatly that they now consider radio as a supplemental 
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nicdhiTii. ■■KlkI'k) 1ui> liccinuc ;l ~ii|)i)lcilicntur\ udxiMli^iii;: 
liicdinni wliicli i nii lic>t 1)C iilili/i'd Ik dclixcr addil'iDiud 
frc(lU('iic\ al lii>l coA iiiiic llic iiuijor or l>;i»i<; tnfili,i 
l)hin lui> licfii (■>lid)li>lic(l."' 

\ii\lu)\\. llic iiiunlicr nf ~lali'iii'- ha- ( iiiiii)li> alcd llu- 
iiifa-iiicinciil i>r"l)lciii in radio, and -iiuf radio i^ ii'>l 
ad<'(|iiali-l\ iiica~incd it cairio llils dcfci I into aeciK s 
media dci>arliiiciil>, wiio like lo lie al)lc to fi^iiirc I'lJiiirn- 
cii'.i. and lo iTiakc >lali>li(al cornparixMi-, witii ollu v 
nii-(iia a> a foundulion for (dtn]jarison. 

.\o\\. wilii ~o mam >lalions on liic air and liu- dci dim 
of radio nclworkinj;. it wa- |)roi)al)iy iiic\ ilnMo llial 
lions Inrncd to local ad\crli~(M-. and thai ihcv Mild n 
prcal inan\ comnu rciaK at low rali'~. liul -lalion- an- 
now lica\il\ commcicializcd. 

\d\('rli>iiiir men, lookini; at llii.-- i)rol)lem sa\ : 

"Matioii- arc jaimniiig the air with coiinncrcial> which 
in turn makes the niedinni lc>s atlracli\i' lo ad\crli>ci-. 
a< well as the li>tcner." 

■■^ome stations lileralK throw in as nian\ as 20 com- 
mercials an hour . . . the niunher of connncrcials in radio 
i> astronomical. . . . ll seem~ lo u^ inconceivahle that ihi' 
radio li>lencr can he reached and iiifiiieneetl h\ the iinni- 
her of commeK iaU to which he i> >nl)jecte(l in the i i)nr~c 
of an hour."' 

One major apenc\ remarked the "low lex el atlenlixe- 
ness. ' it said thai radio is often regarded as hackgronnd 
accoui|)animenl to other activities, and nniijne commer- 
cial treatment is frc(|neidly re(|uired lo gain atlenlion. 
l'nha|)|)ily, llecan^e of ovcr-coinmereialization. ■■ad\erti>- 
ers crealiveK have become either ni>\>\ or cule. to -c|)a- 
rate ihemsclves and lila~t iheir way out of the hack- 
proniui.'' 

1 think )()u nia\ >ec that the i)ri)hleni of the many .sta- 
tions, and the many connnercial>, and the inade(]uale 
research are in many respects one problem. 

'Ihe adverli^ing: agency looking al radio fears that 
"when radio becomes nothing but two nuisical nund)ers 
separated by a one-niinulc connnercial. it bcconic- fairlv 
easy to ojjerale a Vlmtlcr' mind." And while tlicy nia\ 
^ee and s\mpalhi/.c w ith the station operator who, canghi 
in a profit S(|iiceze resol\e> his jjroiilem by selling more 
sjKjis. lhc\- lieiic\c it i? hard on the ad\erti>er and li»- 
lener alike. 

So far this lias been a fairly gloonu' speech. 

Without softenng any of what ha* been >aid tlui< far. 
agencies ha\e -onie words of hojie. as widl: 

One agency ^ay^ briedy that its lelevi-ion i~ and 
its radio i? down, largely In^canse it necd~ (lemon-tration~ 
for its accounts. "For bread and butter jiroduct-. where 
word i)icturcs can do a job, where the argument i? e-.-en- 
lially rational, where demonstration add> little or nothing, 
where a long, detailed exjjoslulation isn't ^e^e-^ar\ in 
these cases, radio alwa\s has been and always will be 
able to ser\ e efliciently and elTecti\ ely." 

A Xe\\- York agencv, hilling more than KI.OOD.ODO 
talks about a recent increase in the agcnc\ 's iiivc-tnicnt 
in radio, due lo a new client utilizing radio a< a ba»ic 
element in an introdurt<>ry campaign. 

i Please turn to jinpe 01 "I 
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WHY PRIME TIME '20s' ARE 



^ Values to advertisers of uiglil network cliainbreaks 
shown ill hasic spot presentation by CBS TV Stations 

^ Quick penetration of market, ineluding liard-to- 
reaeh viewers, achieved with schechdes of spot 20s 



Wi 



hat amounts to basic advertiser- 
np:('iir\ Lriofiiip on the use of 20-sec- 
ond spot announccnienls iii j)rime net- 
work c\ening time is being delivered 
tbe-^e da\ s b} the CHS Television Sta- 
tion.- di\ ision. 

Its new presentation, '''rhe Prime 
Challenge." is designed to sell 2()s on 
the fiv<' CBS 'r\' oko outlets and each 
pitrli closes with a specific proposi- 
tion for a specific account. 

From an industry standpoint, liow- 
e\ er. the 'Trinie Challenge" is of 



■T'",m,|"' 



niirniilir 



special interest because it spells out 
the case for prime time 20s in terms 
which are applicable to many station 
and spot situations. 

Kecentl) representatives and sta- 
tions managers in certain markets 
ha\e been reporting a softening of 
demand for prime 20s. due partially 
to the fact that more of these an- 
nouncements are now available (be- 
cause of the extension of chain break 
length) and partially to the resistance 
which certain agency creative depart- 

;"iM"irii:'iiii?iiii';*"'ii'' nr 



ments continue to put up against less- 
than-a-minutc commercials. 

For such skeptics, the new CBS 
rele\ision Station presentation is a 
formidable challenge in its delinea- 
tion of the \alnes in the 20-second 
prime time spot. 

As put together by Robert F. Davis, 
the division's director of research, 
under the direction of Bruce Bryant, I 
v.p. and gen. mgr., ''The Prime Chal- 
lenge" co\ ers nine specific advan- 
tages of 20s in network evening 
hours. 

First comes the "universal appeaV' 
of prime time. Says CBS. "It deli\'ers 
ail of your market — including the 
hard to reach segments: the working 
housewives (30^ of all housewives) ; 
the mid-e\ ening viewer, and the light 
\ iewing families." 

Second is speed of market penetra- 

rw"" ■ mv 



LIST OF 20-SECOND ADVERTISERS 



Avon 


Colgate 


Nescafe 


Bell Telephone 


Dreyfus 


Newport 


Blue Bonnet 


Fleischmonn's 


Palmolive 


Breck 


Gallo 


Peter Paul 


Budweiser 


General Mills 


Phillies 


Burma-Shave 


Hostess 


Rambler 


Chanel No. 5 


Humble Oil 


Richfield 


Chose & Sanborn 


Jergens 


Schlitz 


Chef Boy-Ar-Dee 


Kent 


S.OS. Pods 


Chesterfield 


Knorr Soups 


Swanson 


Chevrolet 


Lipton 


Wonder 


Coco Cola 


Listerine 


Wrigley 


Coldene 


Maybelline 


Yuban 



THIS, and other charts shown in this story are from "The Prime Challenge," a presentation on 20-sec. spots by CBS TV Stations 
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SUCH AN OUTSTANDING TV BUY 



tioii. Accdi (ling ti) ("H.^ TY, two 
spot;; in i)riiiie time fan tleli\er a net 
uii(lui)lieatcil \vcekly rating of 36; 
three s[)l)t^ a week, uii uiidiiplieateil 
xveekl\ rating of IJl; and four spot.- 
a rating of oft^T of audience. 

Four-week net undiiplieateil rating> 
are Co' c for the tw o spot^-per-week 
schedule, 80'~<' for three-a-week. oT'^T 
for four. 

f hird .*egincnt of tlie presentation 
covers the ad vaiUa!ies of scalier jylans 
in the use of prime time 20s. \Vitli 
scatter jjlans now in effect on all 
CBS-owned stations, '"The Prime 
Challenge" ofTers an example from 
WBB.M-TV vvhieh providt>s four dif- 
ferent adjacencies for a 20 over a 
four-week period and delivers a four- 
week net undui)lieated rating of 67.2. 
slightly higher than the rating for 
two fixed sjiots. 

Four "'Media \^ilue"' of prime eve- 
ning 20s. according to CliS spot 
salesmen, is Balanced Market Expos- 
ure. Says the presentation. ■■Ad\er- 

Iitising media tyi)ically concentrate on 
hard core audience ^egnle^ts. Even 
with television you get a lot of ex- 
posure to the heaviest viewers which 
tapers ofT among lighter viewing 
families." 

CBS TV maintains that prime time 
|20s on a scatter ofTcr an advertiser 
ihis best change to e\ en ofT deli\ ery 
'of his message so as to reach all 
groups from heav iest to lightest view- 
ing. 

To demonstrate the point it offers 
a special study conducted hy Arbi- 
tron in \cw York, comparing two 
prime spots in >eatter plaii> with four 
spots in the Toriis:hl show. 

Both reached eoniparahlc gro>.- rat- 
ings o\er a four-week period (\56.3 
for prime spots. 156.1 for Tonii^lit) . 
Xet unduplicated rating> .-howed a 
wide \ariation. however, with 
for the scatter plan 20?. again>t 
47.3 for the Tonighi sjxjts. 

Dividing these audiences into 
thirds ("Lightest exjjosed. medium 
|exposed. and heaviest exposed" 1 the 
\rbitron study showed that the To- 
ni^lil schedule ga\e an advertiser 
great frequency (7.1 i among the 
heaviest viewing third hut that he 



I 

Comparing ^20s^ with ^Tonighf ^ Spots 





2 PRIME SPOTS 

PER WEEK 
(Scatter Plans). 


4 "TONIGHT" 
SPOTS PER WK. 


4- week Gross Rating 


156.5 


156.1 


4- week Net Rating 


74.5 


47.3 


Frequency 


2.1 


3.3 



4-WEEK NET AND FREQUENCY 

PRIME SPOTS 

74.5 ^ 




Avg, Frequency 2.1 3.3 



AS PART of its presentation on prime time 20-second spots, CBS Television Stations division 
offers charts from an Arbitron study which compared audience reach and penetration of two 
evening 20s and four spots on Tonight show, using unduplicated homes, weekly and monthly 
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I Using ^20s^ with network schedules 



HOW SPOT CORRECTS NETWORK IMBALANCE 





4-WEEK 


FREQUENCY 




NET RATING 


NETWORK SPOT 


Heavy 


24.5 


8.6 2.9 


Medium 


24.5 


4.0 3.6 


Light 


24.6 


1.4 2.4 



Plus Exclusive Spot 18.4 
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4-WEEK NET & FREQUENCY 



EXCLUSIVE 
SPOT 



LIGHTEST 1/ 
EXPOSED /3 



MEDIUM V 
EXPOSED /3 



HEAVIEST 1/ 
EXPOSED /3 



92.0 



73.6 



49.0 



245 

















1.4 


;. ■/.•.■.■.:.>■■.: : 
■•.<y<-- ■ . ;■» 

• im^ 






4.0 













! ' 






8.6 


|- 2.9^"^; 



Network 



Spot 

20 SECONDS 



TWO CHARTS above are from CBS Television Stations' presentation, outlining a 
schedule of prime time 20s to supplement an advertiser's heavy use of network 
tv. Presentation stresses network "imbalance" in reaching light viewers 
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npparciitly achieved it only at the 
cost of roacli (Vee cliarls). t 

The fiftii "media value" stressed by M 
Tlic I'riinc ("liallcnge is Ing impor- 
tant markets and tlie CBS TV Station 
inesentatioii even offeis some com- 
l)arisoii> witli network program buy- 
infr. It notes- that a .-ichedule of tliree 
niglittiine .'-latioii breaks in the top 
10 markets reach more uiidupiicated 
homes in a single week than does the 
axeragc niglittiine network program 
coast to coast, covering 16.5 markets 
1 9.600.000 lioines for the spots, 
y.06.').000 for tlie network program). 

i'lie >ixth "'niedia value" in its 
pie.>ientatioii is the prestige and class 
of a Cl!S-<)\\iied station; the seventh, I 
effective commercial length. Both of 
these points can probably be betier I 
haiulled in a face to face prcsenta- 
ti(m than in such a summary as this 
one. 

"Media value" \o. Eight is good 
arailabilities — again a specific CBS 
pitch. 

The ninth ''media value" in The 
Prime Challenge, however, will inter- 
est many other stations and repre- 
sentatives, as well as agencies and 
advertisers. 

According to Bruce Bryant, many 
media men and ad managers still 
don't i-eali/e the fact that prime time 
20s are now sold on modern rate 
cards. \ combination of discount 
weight and pre emptible rate struc- 
tures now peiniit an advertiser to buy 
these spots on a basis of "predictable 
audience value?.'' 

''.\ot too long ago you bought 
l)rinie time at flat rates and yon could 
en<l np with a 10 rating or a 30 rat- 
ing at the same rate. But spot tv is 
an ever-changing medium. Today yon 
have this going for you — discount 
weight and |)re-einptible rales. As a 
result you get predictable values. Also 
prime time allows yon to move willi 
the audience that gi\es you this near- 
guaranteed value. I'or example, dur- 
ing the sninmer in many markets, 
spots next to the late evening news 
can often be the highest rated spots 
in the market.'' 

hollowing the discussion of the 
nine "media values'' of the "Prime 
Challenge'' CBS T\ si)ot salesmen 
present a sjiecific |)laii to "effective- 
ly and eflieiently complement" the 
(I'lease turn to jtage '191 



Sl'O.NSOH 



2 JULY 1962 



1 




Media pco\)le: 
II hat they are doing 
and sa) ing 




TIMEBUYER'S 
CORNER 



Diiii l)<'hirf;v is now the tiiiichii y<M' for Foster Criiiit ill Doiia- 
liiic it Cot'. ll<' Hjis |>r<'vioiisly with C;iiii|)l>('ll-l'^\\jil(l. . . . Uoii 
Silrtto, \\lio \\;is :i.ssist;iiit l>iiy<T on Viihun. luis hccn made 
a Inn or on I'ost ('(tkmIs iit \iH \i. . . , In (niir:i<:(>, JiU'k ISiird joined 
'r!itlKini-l^jiir<l :is nicdi:i <lir<'otor. FornK'rly, Ik- whs v.|>. in clinrjic 
of ni:irk<>tiii<; Jit I'Mwjird ^\^•iss iS: Co. llis rcsponsihilitics will l)c 
the Sinno :is t'ornuM' ni<-<liii d<-|>:n'tnM'nt MKin;i!;cr John Sin^I<-ton. 
who wus niinied a<'<'oiiiit ^n{><■^^isor on tli<'ir I'XC aci'onnt. 




DISCUSSING Plaid Stamps' spot plans: (i-r) Phil Leopold, Mike Hauptman, WABC, 
N.Y.; Ken Hall, D'Arcy a.e.; Ann Willis, Miss Plaid Stamps; Charlie Greer, WABC 
personality; H. Turner, client's merchandising mgr.. Bob O'Connell. D'Arcy media buyer 

Things you should know ahoni Fletcher Richards, Calkins <X: Ilolden: 
The media ilepartnieiit is based on the concept that media and niaiket- 
iuj; are inseparable. John Kniiis, v. p. and media director, told SPO.NSOii, 
"It is impossible for me to describe the media function other than as an 
adjunct of marketing. An understanding of the market for any given 
produce — its current characteristics and its predictable futnre potential 
— is required study before media selection." 

Dnriiig the week that SPONSOR ohsoived FHCi'iirs media 
department, hiiyors Jim Kelly. Frances John. Liz Grifnth?. asso- 
ciate me<Iia <lireot<)r IJoh IJonlware. an<I in<>dia director John 
hnnii; attended aoooniit niaiiai^enieiit pronj) conferences with 
persons from inarketini:. research, and other departments in 
onler to learn ahont the niarketini; objectives set hy the client 
and agency. 

( I'lease turn to page -161 



PERSONABLE 
Sound 




Broadcasting To 
Kansas City's 
Happiest 
Listeners 



Irv Schwortz 
V.P. t Gen. Mgr. 

lAltimori 1-0077 
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"The EARLY SHOW" 

WEEKDAYS 5 to 6:30 PM 

HAS the Adult 
AUDIENCE 



WDEF-TV 


STA. B 


STA.C 


40.7 


34.9 


24.4 



Average Share of Audience 

LOWEST CPM ADULTS TOO 



Niolson Feb-Mar '62 




8 POPULAR PERSONALITIES 

AVAILABLE: 

Full sponsorship/Spot participations/ Adjacencies 
(Also iVIerchandising and Promotion) 

BUY UP TO 28 STATIONS AT GROUP 
DISCOUNTS OR SELECT ONLY THE 
N. C. MARKET YOU NEED! 



Get Renional Saturation with local 
"Main Street Ratlio" coverage... 
See complete schedule in •tobacco 
SRDS listing; Consult John P^h>^ 
E. Pearson Co. for details, udio neiwoih 



CHATTANOOGA 

NOW! 

TOBACCO NETWORK HAS 

PERSONALITY 
PROGRAMMING 

NOW 14 daily program features 
on N. C. Regional Radio Net 



Bei/ioiiul Xars D Sports Q Weather | 
Commentanj Q Farm Reports 



n 



TIIVIEBUYER'S 



I ^ CORNER 



(Continued trom page 4i 



\t tho.'ie meeting.-i, preliminary reconimendation.* made 1)\ Ixjth client 
and afjency were apprai.'^ed in terms of marketing objective^. This was 
followed by buyer work se.ssions, under the snper\ision of either Ennis 
or Donlware, to discuss the media jirohlems \\hieh arose at the aecount 
ijroup nu'etin<;s. 

The Imycr on each account Mihsecjiicntly vorked with the 
n.-.^ociate iiKvIin «lircctor and media dir«'ct«>r on a vritten report 
in which tlic iiic<Iia plan wa.s incorporated into the over-all niar- 
k«'tinj; program for jirc.sentation to ihv client. Several more 
nicetinji.s hetwecu client and agency per.soiinel were then held 
to .xtmly the media jdan.n further, and the campaign was then 
.set in motion. 




MEETING for lunch, Fran Conway (I), director of sales for WDAU-TV, and Bob Eagan, 
D-F-S media buyer on P&G's Oxydol, talk about the Scranton marliet at Pen & Pencil 

Jim Kellv, I'rances Johns, and Liz GriHitlis. ^nIio l>n> for such 
aeconnts as Kastern .Vir IJne.*. U. S. RnhhcM-. and J. 1'. Stevens, 
are al>lc to phni and <>\ecnte program,- in all nie«lia as well as 
interpret sales opportunities an<l ]n'«ddems ^vitliin the frame- 
work of the market-media analysis. 

Winners of the rceeni W'BKll. Cbieago. Tlmebu) er's Talent Test were 
('atherine \obel of M( Cann-Marselialk. ^ork; Len Ste\ ens of 

Weightinan. hie.. Philadelphia : Larry Claypool of JWT. Chieago; and 
}aur Dahlgren of Ilonig. Cooper, and Harrington, ."^an rranciseo. For 
estimating closest \\ hat channel T's Au nnl Movie would do o\ er a six- 
week period in the a\ erage Trendex ratings, i-aeli ri'eei\ cd an all-expense 
paid tri]) for two to Aruba. .NWT. ^ 
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PRODUCT PROTECTION 

(Conliniicti jioin jxiiic 2') ) 

sroNSOi! lias leanred, from si'vcral re 
lialilc >()m( C-. llial while part* of the 
Colgate anil Ihowii & W'illiaiiisoii 
pelu'ilulc- «ere caiiccllod. they were 
far from total, perhaps e\en nominal, 
and thai while the Carter seliedule 
was eaiicelled outright, it was rein- 
stated a \\eek later. Too. Ameriean 
Home Products, as si'Ovsoi! previ- 
ously reported, declined to go along 
with the ageiie\ 's position, and re- 
tained it* -ehednlcs in full. 

"It was ei^creion hv language, not 
out-and-out <leed." noted one observer 
of the dizzying seene. 

"It was a chanee for puhlieitv. an 
opportunitN' to solidify the agency's 
ole of advertiser-proteetor. " said 
another. 

Surmised one network offieial. "1 
think it happened this wa\ : most of 
Bates' clients, keenly aware of the 
groM'ing hroadeaster dissatisfaetion 
with product protcetion, nodded an 
okay to the agency to proceed — hut 
with caution. 1 understand a couple 
of these client? privately warned the 
agency to make damn certain they 
didn't lose any choice availabilities 
on top-rated -talions. product protec- 
tion or no product protection." 

Says Edward Grey: "h is unfortu- 
nate that concern for the advertiser 
is not recognized hy certain factions 
in the indu>try. After all, lie pays 
the hills. If patterns in the industry 
have changed, we think a decision as 
important as this one [Westing- 
house's] should have been made on 
a careful evaluation of the situation 
as it exi>ts today. By depriving the 
advertiser of the insulation around 
his advertising, what benefit does he 
pick up in exchange? If he is not 
getting as much value as he got previ- 
ously, shouldn't rates be lowered?" 

And. referring to the relative si- 
lence of other agencies during the 
rieat of the battle, "I'm frankly 
hocked that so many people fail to 
recognize that their obligation to 
iheir client,- doesn t cease once the 
luy IS made. We believe our ohliga- 
ioii and responsibility extend far 
>eyond the actual purchase of space 
and time. " 

One other agency, at any rate, did 
lot keep silent. On the heels of the 
iatcs action, Benton & Bowles spoke 
out, declaring — through Lee K. Rich, 
Feiiior \ .p. for media and television 



piogruniiiig thai it woiiM icfn-r to 
pa\ for coinniereials hroadca-t within 
15 luiiiutes of (■iiiiipeliti\e spots. This 
policy was pre.-iiiiiahl) appro\ed by 
the ageiie\'s clients, two of whirli - 
Procter & Gamble and General I'oods 

arc among the luition'- three lead- 
ing spot a(l\ (Mtiser-. Procter & Gam- 
ble itself, with over S"!'* million in tv 
,-pot last Near, came out with iio- 
ie>er\'atioii insistence upon strict 1.^- 
iiiinute adherence, indicating lliat fu- 
ture I'ivG orders will be contingent 
upon station guarantees of this niini- 
niuni protection. 

Rich, ill a special .statement to 
sI•o^s()I!. said. "1 iiiiderstaiid the 
aiitoiionn- of station policy, but if 
stations are not going to gi\e our re- 
ipiired protection, they must tell us 
when we make the initial buy. If 
tlicy don't gi\ t- protection wilhoiil 
telling us in ad\ancc. then I don'l 
care what their policies arc, we will 
refuse payment on the unprotected 
spots." 

After the Benton & Bowles entry 
into what by now bad become the 
new darling of the press, the surmises 
were more frei|iieiit than the facts. 
The questions most chewed over by 
dail\' papers and trade journals: 

Did ABC's delay in answering the 
Bates iiiqnir\ indicate another Wcst- 
ingbouse all) ? Would Corinthian 
(which, by this time, bad advised 
Bates that a separation of 10 minutes 
or more would be observed between 
products which, in the station's judg- 
ment, were direetl\ eonipetiti\ e) stick 
by its guns? Was it possible that the 
silence of Storer and BKO General 
could mean a brcaktlirougli for the 
station cause? If NBC, \yliose policies 
extend to o&o operations, had had a 
lO-inimite protection policy for al- 
most two years, why did Westing- 
house alone bear the brunt of Bates' 
ire? And, finally, would Westing- 
bouse itself be backed into a corner: 
by the process of eliniination be 
forced to retreat ? 

One bv one. tlic\ were answered. 

ABC notified Bates as follows: 
"'llie ABC-owiicd tv stations have al- 
ways endeavored to grant ad\ertiscrs 
15-iiiiiiute separation from products 
wliieb arc competitive in the station's 
judgment. This remains our polic) 
at the present time. Among ob\ ious 
exceptions are announcements sepa- 
rated by programs of less than 1.S 
minutes, also announcements appear- 
ing in dramatic programs or feature 



liliiis whcic, dill to plot ( iiMslriH lioii 
or stor\ dc\clopuiciil. aits nun \ ary 
a few mimitcs from the 1 "i iuiiinte 
average scpa ration we make every 
cITort to inaintaiu." 

("oriiitliiaii. in elTccl. following a 
-erics of iiieetiiigs with (,rcy and 
other Bates ollicials. sni)milti'd a -ec- 
oiiil letter to the agenc\ wliicli ipiali- 
fieil its first exceptions to "cinlcaMir 
to keep I.S-miiiutc protccl ion."' re- 
porledly siinilai to \1!(;"-. Donald b. 
Kearney, Corinthians director of 
sales, has told .spoNsOK that earlier 
anger and inisnndcrstanding have de- 
parted the stage, that bis group's rela 
tioiis with I'atcs are again normal 
and workable. 

As for Storer and HKO General. 
Bates anticipates no undue conflicts. 
Storer, through \ .p. Bill Mirhacls, re- 
sponded to the Hates inquirj- on 13 
,Iuiie with an assertion that the prod- 
uct protection policy for its five sta- 
tions exceeds, in most instances, the 
"safety zones" deiiiaiideil by adver- 
tisers. Storer also saw the problem 
as too complex for simple formula or 
common policy, noting that the ex- 
panding use of multi-product com- 
mercials both on and off the network 
was eonipounding the confusion. 

And that left \BC. Corieetioii. 
That leaves NBC. In its way. this is 
the most ironic development in the 
entire fracas. The network's 10- 
miiiiitc separation policy, though oBTi- 
eially around for almost two vears. 
has ne\cr been widely publicized. If 
am thing, it has been almost secretive. 
Grey himself claims not to have been 
aware of it at all until he read about 
it in the 7 June \ew York Times. And 
while other agency media chiefs, with 
whom SPONSOt! spoke, admitted to 
the "vague recollection that it Nvas 
there," \ irlually all said they had 
never had less tlian 15 iiiiniile protec- 
tion from cither the network or the 
o&os. 

But the very fact that it iias there 
— had been there all along could 
not be suiiiiiiarily dismissed, sponsor 
put the question bluntly to Grev: 
"Having taken the stand that von 
have with the Westiiighousc group, 
will \ou take similar action with 
\f5C?" Replied Gre> : "We cannot 
lia\e two sets of standards. We have 
asked \BC to rc\ise its policy." 

Will NBC oblige? Speaking for the 
network, Joseph J. laricci. tv sales 
admiiiislratioii director, told SPO.VSOR 
late last week: "We do not eonteni- 
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plate tli;iii<;iiij; (»iir ciurciU policy on 
proihict pt'olcctioii." Said a spoke.-- 
nieii for llic o^os: ■■\\(' Iuim- iiTcivcd 
a re(|iiest from Bate!* to reroii-Klcr 
our stated pnlic\. and we now have 
that re(|iiest niulcr ad\ iseiiieiit." 
Meanwhile, with iieitlier raneeilatiotis. 
nor threat!- of raiicellatioii?, hotli the 
network and most seasoned ituhistry 
ohservers .-ee the touchy situation 
headed (piietl\ f(n' linilio. 

one ()h«er\er regards it: "With 
\irtiialh the entire industry now 
pretty .securely in Bates' pocket, a 
fiis.s over a network ami its stations 
which liave pr()\ ided ].5-minute pro- 
tection rcpnrdless of su-eallcd polic\ 
would he utterly ridicnlou.s. It would 
he not only a foolish hut a fatal mis- 
take." 

And \\ Vstinjihouse? \(»w that th'' 
kin<r-size recriminations helonp larjre- 
ly to history, practically every net- 
work spokesman, group executive, 
station manager, agc^nc)- representa- 
li\e and rep witli whom si'()\SOl{ has 
spoken see the air not onl\ clearing 
hut — for all practical purposes — al- 
read) cleared. 

"It's simply a matter of faee- 
sa\ ing f(»r hotli sides now,"' sums np 
one outside agenc\ source. How? 
Through language- the turn of a 
plira.se, the (pialitative description 
similar to that which got Corinthian 
"ofl the hook.'" 

As .si'o.NSoK itsflf can now sum up 
the situation a situation making 
.June .somewhat warmer than is sea- 
sonal : 

1. \N hile pri\ atelya grow ing uuin- 
her of agenc) media heads see the 
lO-miinite separation as iue\ itahle in 
the future, they feel advertiser ac'-ept- 
auce must he "natural, htought ahout 
hy iiidi\ idtnil instances, not shoved in 
the face like pie." Others, like Frank 
B. Kemp, senior v. p. artd director of 
media for (iotupton. stand solidly 
hehind rigid separation policies. 
Kcinp'.s statement to SI'onsoh: "Prod- 
uct protection is a must. \\'e have the 
hare miniiiuiin now [17> minutes] 
and. if an\ thing, llial time separation 
shordd he iitcreased. The ur(vlimn 
should hegin thinking of its own 
image with tlic pnhlie. \\'\wu compet- 
ing messages are on top of each other, 
the viewer loses faith."' 

2. \\'hile emphasis thronghont has 
hecu on proiliKl protect iort. mau\- 
hroadeasters and network oflicials see 
the threat as more e\tensi\(!. "The 
real worm in the apple." s;i\s one. 



"is the ptohlem of copy claims. " 
XHC s laricei points out the ease of a 
leading soap which claims smooth- 
ness and softness of skin, clahoratcs 
upon deodorant \alues. promises 
glamour. Almost wholK sensual, the 
cop\ sells e\er) thing hut what soap 
is honght for: to wash with. But, be- 
cause of copy, deodorants, cream lo- 
tions, etc.. are in direct eondiet. And 
since the major tv advertisers are 
soaps, drugs, and foods, the chances 
of co])\- similarity are continually 
heightened. 

.'i. While the trend in hoth the 
advertiser /agency and hroadcastCM' 
camps is now toward amicahlc, "nego- 
tiated"' settlement, the hasie problem 
of product protection is far from 
soKed. llowe\er o\erwh(dmingly 
most stations ha\e reassured Ted 
Bates, the ].i-minute restriction re- 
mains their thorniest thorn. Nor are 
the networks free from strain. One 
oflicial notes an advertiser whose huv 
for the coining season calls for eight 
r)0-sccond spots spread over a week's 
nighttime schedule, with multi-prod- 
uct advertising in each one. "And 
they demand product protection?" he 
moans. 

4. \N'hile some industry hopefuls 
see eventual solution to the problem 
in the coming together of representa- 
tives from T\B, A\A and the 'lA"s 
('tlic\ \'e held preliminary meetings 
during the last two weeks), most in- 
dustr\ ohser\ers see little likelihood 
of aeeoini»lishinent. If not concilia- 
tory — several ha\e confided to Si'O.v- 
soit their atmosphere is so clouded 
with "good iiiteiiti(ms and generali- 
ties that the practical job of taking 
the bull hy the horns is eluding 
them." T\]), for exaniple, is now 
making more moderate its original 
"product protection is obsolete" pro- 
uonncemeiit, advising stations to 
"give as iiiucli product protection as 
possible." Keason: " The complexities 
of the issue make hard-nosed policy 
impossible." 

lint that l.l-miniite protection de- 
cidedl\ is on its way out, the niajor- 
itv seem fullv convinced. "\\'e had 
oiie-liouv protection once." a network 
spokesman points out. "And regard- 
less of whether or not Vi'estinglioiise 
jumped the gun. regardless of bow 
victorious the agency position ap- 
pears on the surfaci'. r(^gardless of the 
eariii\al war this whole affair lias 
been turned into the true signal has 
been sounded, the rest is simpK' time. 



The lO-niiunte separation is certain 
to come, sooner or later, and eventu- 
ally the judgmental area of product 
protection will lie wholly in the bands ' 
of the in<li\iduul broadcaster, where | 
it rightfully belongs. " ^ 

WORLD COMIVIERCIALS 

( Conliniied from page 30) 

seconds: live acti(»n. o\ er 45 seconds; j 
cartoon, l.j-d.j seconds; cartoon, o\er 
45 seconds: aniniated objects, 15-45 
seconds; animated objects o\'er 45 
seconds: series. li\'e action; and se- 
ries, animation. The most coxeted 
awards won in these categories, and 
announced by an iuternationally- 
selected six-man jury, were: 

Reach MrCIiiitoii & Co. for "Two 
Crates." Martini & Bossi \erinoutli 
( Benfield Importers. Ltd.), produced 
hy MGM Studios, directed by Rich- 
ard Doiiner. 

/'/'/ Produclions for "Desert," 
N'olkswagen station wagons, \'olks- 
wagen of America, directed by John ■ 
Ca|)sis and George Tompking. \gen- I 
cy: I)o\le Dane Bernbacb. 

Farkas Films for "Let your fingers 
do the walking." Yellow I'ages, | 
\T&T. directed by Nicholas Farkas • 
and Edward Kogan. Agency: Cun- 
uinfLhain & \\'alsb. 

Mchlrum A: Feusmilli for "Five 
Car Start."' F\ide batteries. Electric 
Storage Battery Co.. produced by 
Kcdand Keed Productions, directed 
by Duke Goldstoiic. Arthur Piersoii, 
and Bruce I". Staiideriiian. 

Larkiiis Studio, in association uitli 
Film Producers Guild, for "\Vonian 
Shopping.'" Horlic.ks. Ltd., directed 
by Bichard Tn\lor. Agency: J. Vi'al- 
ter Thompson. 

Jolinson & Lewis Advertising 
Igeney for "Cellist." Bank of Anier- 
ica-Haukamcricard. produced b\ l-'ilm 
I'air. directed bv i\lan y\lcli. 

Alexander Films {S.A., PTY) , ' 
Ltd., Great Britain, for "British 
Overseas Airwa\s Corp.," directed 
bv B. Stolt/.. P. Kubens. and K. Loiiw. 
\gency: P. \. Barnett Co. (1>TY). 

Guild Television Service, Ltd., in 
association with Film Producers 
Guihl for "Tools to Trust," Spear & 
Jackson tools, directed by R. 1''. D- 
Potter. Stanley Campbell, and Steve 
Knee. Agenc\ : Oelriehs Advertising, 
Ltd. 

Studio Lamhcrt. Ltd. for "Six- 
pence." roblcrone (diocolates (Choc- 
olat Tobler. Ltd.). directed 1)> \Lar- 
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liii J. I,()t:kf. ApcncN : (lrt't'iil\s. Lid. 

i\. ]oop Gccsiiik's Filiiijirodiic- 
tit>iis fdi" ''Doll) wood.'" Aatioiud Uis. 
cuil C<i., directed l)y Jaii Coolcii, 
Gerard Cliri*l<Miliiiis. Ai;enc\ : .Me- 
Camid-lricksoii. 

Aiiglo-Scollish I'ictiirrs, Ltd. for 
'■Feature Slory," lloipdinl refrijiera- 
tor^, directed Ii)' W. .\. Nickers. 
Addlestoiie S|)ccial I'dTecIs Studio. 
Agency: Young: & ruiliicani. 

Fuller it- Smith vt" Ross for "Dura- 
I)ilit\."" Aluiniiuiin ("i)Ui|)aiiy of 
America, directed 1>\ i!oi)iii Hard) 
and Ceorjie W'yiand I |)rodii( e(i l)y On 
Film. Inc.). 

Reach McCliiitoii X: Co. for '"Crate 
at Sea."' Martiid & luissi ^erInoulIl 
(Ivenfield Importers. Ltd.K |)ro(luced 
liy Columbia I'ictures-Screeii Gems, 
directed by Kdsiar lleatt}'. \Va\. note: 
This award \\a< in addition to tlie 
"Two Crates" winner, named ear- 
lier.] 

l.cs Ciiieastes Associrs for "'Heg- 
giii" Man, Frisky .Man."' Kcmioiiieat 
dog food (Rolieit Wilson & Sons, 
Ltd.). Ag^ency: S. II. lieiison, Ltd. 

The international team of judges 
included Leon l{ayniond (^its ( Helgi- 
uni) : Don Francisco (iarcia Kuescas 
(Spain); Dr. Carl Kalin (Switzer- 
land): Thomas Ole^eii (Holland): 
Conte Metello IJossi di .Monlelera: 
and Harry W'ayiie McMahan ( Tiiited 
States). ^ 



'FLITE FACTS' 

{Continued from /)rt£,'e ?>r>i 

teni teletype iiiachine>. 

The teletypes leplaced a "hot 
phone"' set-up 21 .May. which re- 
quired station employees to take 
down the information and to repeat 
it for eorreetness. a tedious job. 
However, phones remain installed a< 
( back stop. 

At Idlewild. the '-Klite Facts" co- 
ordinators are in constant touch not 
only with the airline's meteorologist 
there, but also with Eastc'rn's meteor- 
ologist ill Atlanta, litis knowledge 
is snppleniented by I . S. Weather 
bureau reports throughout the couii- 
Iry. 

In addition, the coordinators know 
ibout the availability or location of 
tquipment in the entire Eastern svs- 
:em via SCOPE. 

Whether '"Elite Facts"" has proved 
to be the answer Mclni\re sought to 
mt the "telephone jam,"' may partly 
lie answered this way : the contract. 



origiiuillv scheduled for 1.'5 wcek^, 
has been e\temlc(l through J line 
196.1. 

Eases impact of strike 

■\s SI'ONSOK went to press, '"I'lite 
l'^a<'ls" was ainionncing hourly that all 
of Ea>terii"s (lighl-^ had been ( aiu-elled 
due to the flight engineers' strike, 
which at that lime also tbieateiu'd 
oilier airlines, 

A spokesman for I'astern \sliicli 
teinporaril) di>continned t\, |)rinl 
and other radio adxerti^ing *aid 
that "■ "Flile I'^acts" ccrtaiidy ha> been 
sucees.-ful in keeping people off the 
phones ami away from the airports. 
\\ (• can ouh imagine what we'd be 
going through now without it." ^ 

BUYERS TO SELLERS 

i Continued from jxiiie 30 I 

account exec. pre\ionsI\ bn\<'r at 
I)-F-S, and Lionel Schaen. account 
exec, pre\iously tiiiiebuyer, media 
-uper\ isor and bead of radio, tv de- 
|)artment. (]. J. LnKoche. Vdams 
summed up the feeling of the HHP 
group when he said: "1 |irefer tin; 
rep business because here the sales- 
man is more directly responsible for 
the economic succe^s of his company 
and his stations. He can sec the re- 
sults of his eiTorts . . ."" 

At John I51air & Co. there's Lou 
Faiist, v.|). and general sales man- 
ager, who worked as timebuyer at 
William Esty and Riow. Faust likes 
it better on the selling side where be 
works on lots of accounts and nieet^ 
more pe(i|)le. AI Long, also a Blair 
man, worked for 1)-F-S and Mc-E. 
Jerry Gibson worked at Mc-E. 

\t Hlair T\' Associates, there"s Jim 

Theiss. v.|). ami general sales man- 
ager. Tlieiss worked at Henton & 
Bowles as tinielniyer. ''Selling im- 
pels more initiative and creativity," 
he said. ''1 enjoy selling Letter than 

)uying. 

At Blair T\', one fimls Pete Fulton. 
He worked at Coin|)toii as a buyer. 
'"1 left the agency business because I 
wanted nioiO freechnn of expression. " 
he sai<I. Hlnir s Joe Gavin worked at 
Franklin Bruck Agency as a time- 
buyer and also saw ser\ice with Cun- 
ningham and W'alsh. '"Every sales- 
man should spend time as a buyei 
>o that be could have a better under- 
>tanding as tfi whal the buyers" |)r()b- 
lems and needs are,"" Ga\in observed. 

Iliere are .se\eral ""colonels"" at 



Peters, Gridin, Woodward, Inc., who 
fit the catcgoiv c)f bu\crs who be- 
came sellers, 1 lifv iii(lii<Ic the |ircsi- 
denl-lN, Lloyd Grillin, and Ifoy I'cr/i, 
tv aecounl e\ce. I' roiu radio there is 
v.p. Lee \'an(leii-I laiidel. Grifhii 
worked foi Knox l!rc\es Ad\crlisiiig 
for uiaiiy years. Ter/i formerly was 
media snpervisoi at 1) F-.S. .S;iid 
Ter/i: "In llie bining and selling of 
>pot ts'. both buyers and scHcis use 
the same tools. It nalurall) helps the 
seller to be more efliciciil and lielj)- 
ful if lie knows how th<- bincr will 
use the tools. " \ nnden-l laiidel came 
to I'GW from Director of Force. Inc., 
\. J. ad ageiicv. 

Many salcMnen at \ver\ Kiiodcl 
came from ad agencv ranks, among 
tliein Donald F. M( Cartv, director 
of radio sale-, \. ^. M(("arly was 
in media at S. \]. /ubrow \(l\crtis- 
ing, Philadelphia. He fecl>. that in 
selling spot radio be can lie more 
( realise in his thinking ()n proper 
utilization of the medium. A-K's 
Santo J. Crupi of the Boston ofhce, 
was media director at the llermon 
W. .Stevens Ad ^Agency. Boston. 
Crupi said one of the most gratify- 
ing asjieels of rep selling was the 
responsibility for making indepen- 
dent decisions and reeonimendalions. 

John J. Del Greco. \. V. sales, 
Avery-Knodel. was formerly time- 
buyer at Lcnnen & iXewcII. Del 
Greco say-= there's \ct\ little dilTer- 
ence. The basi.s of good s(dling is to 
know and accuratelj' C(in\e\ informa- 
tion about a product. He said good 
media Ini) ing is based on thorough 
knowledge. ^ 



PRIME TIME '20s' 

(Contiiined from jMCce 14) 

present adsertisiiig schedules of a 
specific adverliscr. 

T\|)ical of tlie>e is a sample |)laii 
for ""Whiz-O."" CBS TV Stations di- 
vision analyzed |irescnt W hiz-0 net- 
N\ork audiences in Los Vngeles, pro- 
posed to supplement it with a sehed- 
nle of '2(ts (i\er KNX T, that employed 
one fixed s|)()t and three "cnme 
plans.'" 

For the great bulk of the industry, 
howe\er. the most inlerestmg as|iect 
of the Prime riiallcuge is the strong- 
est basic briefing it olTers on the use 
of |)rimc time 2(^s. and the arguments 
it ad\'aiices for the value of this tyjie 
of spot bus . ^ 
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(Continued from Sponsor Week) 

mit in color shows fed by ABC TV in 
color. 

He listed Flintstones, Jetsons, Mat- 
ty's Funnies and certain feature films 
as scheduled fall colorcast. 



NBC TV's color list includes Meet 
the Press, Walt Disney, Bonanza, Du- 
Pont, Price is Right, David Brinkley. 
Laramie, Empire, Virginian, Perry 
Como, Hazel, Andy Williams, Sing 
Along with Mitch, Jack Paar, Joey 
Bishop, some Saturday movies and 
Tonight. 



Advertisers 



Perhaps the largest gathering in Chi- 
cago in the past decade of top name 
advertising, broadcasting, and pub- 
h"shing executives assembled at a 
surprise testimonial luncheon for 
John H. Piatt. 

Piatt retires this week as senior 
vice president of Kraft Foods after 
43 years with the company. Some 
of the guests: Marvin Harms, Robert 
Kintner, Fairfax Cone, Maurice Need- 
ham, Leo Burnett. 

Thomas B. McFadden, a veteran of 
almost 28 years with NBC, departs 




EXECUTIVE CORPS of CBS Radio Affiliates Assn. welcomes members to New York meeting 
on convention agenda. L-r: Frank Stanton, CBS pres.; E. K. Hartenbower, KCMO, Kansas City, 
dir. and chmn. of the Assn.; Arthur Hull Hayes, network pres.; John S. Hayes, WTOP, Wash. 




LIKE OLD TIMES — A panoramic view of some of the over 100 antiques that took part in the 
eighth annual WOODIand Antique Auto Tour sponsored by WOOD (AM & TV), Grand Rapids 



.SO 



ROARING 20's antique radios viewed by 
James M. Moroney, Sr. and Jr. of A. H. Beico 
during WFAA, Dallas, 40th birthday party 




MISS CENLA, Jo Ann Wooton, won glamour 
contest run by KALB, Alexandria, the "voice 
of mId-LouIsiana," and chance for Miss U.S.A. 
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the network in mid-July to head a 
marketing program at Trans-World 
Airlines. 

Currently vice president and na- 
tional sales manager of NBC TV, Mc- 
Fadden will direct an expanded sales 
program at TWA aimed at creating 
increased desire for air travel. 

Financial report. Sales for Andrew 
Jergens for the six months ended 31 
May were $17,191,486 and earnings 
were $878,312 or 58 cents per share 
compared with $15,298,670, $729,518, 
and 48 cents per share for the com- 
parable period of 1961. 

PEOPLE ON THE MOVE: Abe B. Im- 



hoff to vice president for special ac- 
counts at Schick Safety Razor . . . 
George Fenmore, publicity director 
of Ideal Toy, to Bennett Public Rela- 
tions as senior assoicate . . . James 
V. Bassett to president of interna- 
tional operations of Borden Foods 
. . . Richard G. Secrist to vice presi- 
dent of Vick Chemical. 

Agencies 



Carl Alley, vice president and direc- 
tor of Papert, Koenig, Lois, has re- 
signed to set up an agency with his 
own name. 
Alley's first account is Volvo Im- 



port, a $200,000 account formerly 
based at Sind & Sullivan. (Kastor, 
Hilton, Chesley, Clifford & Atherton 
retains the marine division.) 

Washington, D.C., agency head Henry 
J. Kaufman had some advice for 
agencies which he delivered at the 
31st annual management conference 
of the National Advertising Agency 
Network. 

Talented writers, solid researchers 
or superior merchandisers are essen- 
tial in the agency business, he said, 
but what is really needed is leader- 
ship and good management. 

Appointments: National Council of 





' FIRST PRIZE award for sales effectiveness and creative excellence in radio 
I to Liller, Neal, Battle & Lindsey, Atlanta, for Rich's Departnnent Store. L-r: 
Bill Neal; Rich ad nngr. Loring Blackstone; state radio-tv representatives assn. pres 



commercials 
agency pres. 
, Dick Hunter 



I "4. ;t ' 

BLOOD BROTHERS— Chief Wah Nee Ota, 
Creek-Seminole, adopted Elton H. Rule (r), 
ABC v.p., gen. mgr. of KABC-TV, Los Angeles 




ALOHA is presented in New York to Robert Jamieson, assistant busi- 
less mgr. of CBS TV station clearance, and his staff, from affiliate 
'<GWB-TV, Honolulu, to celebrate start of same-day news programing 
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CREATIVITY is cited by Southern California Broadcasters Assn. 
whose pres., Robert Light (I), presents award to King Harris, Fletcher 
Richards, Calkins & Holden exec. v.p.. for W. P. Fuller radio campaign 



Tourism of Mexico to The Wesley As- 
sociates . . . W. A. Sheaffer Pen ($1.5 
million) to Gardner, effective 1 Janu- 
ary .. . Prudential Wares division of 
Ekco Products to Bozell & Jacobs 
. . . The Pennsylvania State Demo- 
cratic Committee to North Advertis- 
ing for its statewide 1952 ad cam- 
paign . . . American Cyanamid agri- 
cultural division to Dancer-Fitzger- 
ald-Sample. 

International entente: Norman, 
Craig & Kummel has joined the 
growing list of agencies with over- 
seas affiliations. Agency has ac- 
quired a stock interest in Crane 
Advertising, Ltd. of London and 
now, in concert with Crane, plans 
to buy an interest in agencies in 
France, Italy and Germany. 

Mergers: Larrabee Associates and 
Allan Jack Lewis to form Larrabee & 
Lewis. Combined billings are $3,500,- 
000. 

Top brass: D. James DeWolfe to sen- 
ior vice president and management 
account supervisor on Colgate-Palm- 
olive at Lennen & Newell . . . Edward 
T. Parrack to president of Ketchum, 
MacLeod & Grove, succeeding 
George Ketchum who moves to chair- 
man of the board and continues as 
chief executive officer. 

New v.p.'s: Roy R. Borden at Adver- 
tising Counselors of Arizona . . . 
James W. Packer at John W. Shaw 
for station relations . . . Barry B. 
Combs at Universal Advertising 
Agency . . . William J. Ratcliff, at 
N. W. Ayer for tv and radio commer- 
cial production. 

PEOPLE ON THE MOVE: Richard T. 
Ney to marketing services group 
head at Kenyon & Eckhardt . . . Leo 
E. Hughes, Jr., to account executive 
at Geyer, Morey, Ballard . . . Henry 
Brenner to president, Babette Jack- 
son to vice president and Rose Marie 
O'Reilly to secretary-treasurer of Ra- 
dio and Tv Research Council for 
1962-63 . . . Harold Levine to direc- 
tor of market and product planning 
for the pharmaceutical division of 



Shaller-Rubin . . . Doris J. Rossi to 
broadcast writing and production at 
E. J. Hughes . . . R. David Nathan to 
director of radio-tv at Shaller-Rubin 
. . Thomas Nipper to Los Angeles 
business manager at Young & Rubi- 
cam, replacing David Van de Walker 
who resigned . . Irving Orenstein to 
the creative staff of Weightman, Phil- 
adelphia . . . John W. Cantwsll to the 
research and copy department at 
Jack T. Holmes . . . Andrew Doyle to 
the creative service division of K&E 
. . . William R. Ayers to the tv pro- 
duction department of Compton, Chi- 
cago . . . William L. Shotwell to ac- 
count executive at Henderson Ad- 
vertising and Henderson-Ayer & Gil- 
lett . . . Malcolm P. Murphy to asso- 
ciate director of the evaluation-sales 
analysis division of Schwerin . . . 
Frank J. Goodwin to manager of pro- 
duction, traffic and forwarding at 
Kudner. 

TV Stations 



New quarters; KOAT-TV, Albuquerque 
will move into a new building in 
early fall located near the University 
of New Mexico . . . Ground has been 
broken in Davenport, la. marking the 
beginning of construction on new tv 
and radio studios and offices for 
woe . . . Channel 13 of Rochester, 
the firm formed to run the new third 
station in the market, has moved 
into offices in the Powers Building at 
16 Main Street W., Rochester. 

Kudos: WRCV-TV and radio, Phila- 
delphia, were awarded the USD Lib- 
erty Bell Award for distinguished 
service to the USD . . . Paul R. 
Swimelar, local sales manager of 
KOMO-TV, Seattle, was elected presi- 
dent of the Seattle Executives Assn. 
. . . Fred S. Houwink, vice president 
and general manager of WMAL (AM 
& TV), Washington, D. C, has been 
elected president of Better Business 
Bureau of the city for a one year 
term. 

PEOPLE ON THE MOVE: Charles A. 
McFadden to account executive with 
the local sales staff of WJW-TV, 
Cleveland . . . Don Thompson to sales 



development director at KOLO-TV, 
Reno. 

Associations 



The existing NAB Code got some 
strong support recently from John 
Box, Jr., managing director of the 
Balaban stations. 

Box told the summer convention 
of the Wisconsin Broadcasters' Assn. 
that adherence to the code was the 
primary answer to the critics of 
broadcasting and the only current 
alternative to governmental regula- 
tion. 

The Illinois Broadcasters' Assn. is 
urging its members to support the 
industry through scholarships to col- 
leges and universities. 

The hope is to fill the need for 
qualified broadcast newsmen. 

One effort in this direction: a 
$1,000 grant made to Bradley Uni- 
versity. 

PEOPLE ON THE MOVE: Joseph P. 
Dougherty, vice president of Capital 
Cities Broadcasting, to president of 
the Rhode Island Broadcasters Assn. 
. . . Betty Furness was re-elected 
president of the TV Academy's New 
York Chapter . . . Ray Ruester, direc- 
tor of the news and special events 
department of WLOF-TV, Orlando, to 
president of the Florida UPl Broad 
caster's Assn., replacing Harry 
Hughey of WSBR, Pensacola, who 
was chosen as director . . . Peter 
Kenney, Washington vice president 
for NBC, to NAB's Radio Board of 
Directors succeeding P. A. Sugg. 

Kudos: The Connecticut Broadcast- 
ers Assn. was congratulated by Gov- 
ernor John Dempsey for its 1961 pub- 
lic service record. 

Radio Stations 

Curent plans are to expand the Na- 
tional Negro News Network now op- 
erating in four markets. 

Charter members are WDAS, Phila- 
delphia, WWRL, New York, WAOK, 
Atlanta, WAMO, Pittsburgh. The sta- 
fens feed each other news of inter- 



est to Negro-market listeners. 

The NNNN was formed a month 
ago. 

U. S. motorists average one hour of 
car radio listening every day, accord- 
ing to RAB's latest presentation 
called "Driving Force." 

Study is based on interviews with 
3,000 motorists in six major markets. 

Two market studies are being circu- 
lated to clients, stations and agen- 
cies lauding coverage in New Eng- 
land. 

One from the Yankee Network is a 
28-page brochure emphasizing the 
New England coverage of this 32- 
station chain from Connecticut to 
Maine. 

The other, covering the state of 
Maine, is from the Maine Broadcast- 
ing System and is entitled "Remem- 
ber the Maine — Market, that is." Bro- 
chure stresses that the state's popu- 
lation almost doubles during the 
summer months. 

While radio stations across the 
country are celebrating their 40th 
anniversaries, one station plans to 
turn the clock back to 177G on 4 
July. 

WAME. Miami will celebrate the 
American Revolution by playing, 
for the entire day, music of the 
1700's and six hours of news broad- 
casts pertaining to 4 July 1776. 

Conceived, written and produced 
by station manager Murry Woroner, 
the venture had the advice of 
faculty members at Dade County 
Junior College. 

Washington Federal Savings and 
Loan of Miami Beach underwrote 
the costs of the production and is 
scheduling non-commercial an- 
nouncements throughout the day to 
promote a free fireworks exhibit 
they are presenting. 

Ideas at work: 

• WMT, Cedar Rapids, has pre- 
pared two 40-page histories of its 40 
years — one recommended for stock- 
holders charting the vital statistics 
of the station and one a chuckle ver- 
sion designed to demonstrate that 



while radio is a serious business it 
has its lighter moments. 

• WLS, Chicago, is featuring a 
"Secretary of the Day" promotion to 
honor Chicagoland secretaries nomi- 
nated by their bosses. 

• WABC, New York, has named its 
First annual Principal of the Year, 
selected by students, teachers, fami- 
lies and friends. Prize is a color tv 
set. 

• WCAU, Philadelphia, is inaugu- 
rating a Helicopter reporting service 
in cooperation with the Atlantic Re- 
fining Co. and the local police de- 
partment. 

• WGN, Chicago, is running a Jun- 
ior Basebal Announcer Contest open 
to all boys between the ages of nine 
and 15. Idea is to complete in 50 
words or less "I would like to an- 
nounce Cubs baseball on WGN be- 
cause . . ." and the winner will get 
to do just that on 26 August plus a 
free weekend in the city of the 1962 
World Series. 

Sales: Ralston-Purina bought a 52- 
week schedule on Caranet, a group 
of 15 radio stations covering the 
Eastern part of North Carolina. Buy 
is for a Monday-Friday segment of 
the Charlie Slate Farm Program . . . 
Humble Oil (McCann-Erickson) will 
sponsor USC Trojans games on KNX, 
Los Angeles and the Stanford Indi- 
ans games on KCBS, San Francisco. 

Sports note: WCCO, Minneapolis-St. 
Paul will broadcast the Minnesota 
Vikings professional football games 
during the 1962 season as flagship 
station of a Vikings network it is 
forming in five Northwest states. 

On the editorial front: WIND, Chica- 
go general manager Edward Wallis 
broadcasts as many as three-four 
half-hour editorials a week on differ- 
ent topics, each rebroadcast four 
times a day. 

Happy anniversary: To WDBJ, Roa- 
noke, celebrating its 38th anniver- 
sary ... to KUGN, Eugene, Ore., cele- 
brating its 16th anniversary on 4 July. 

PEOPLE ON THE MOVE: Clarence 



H. "Clancy" Sewell to general sales 
manager of KBEA and KBEY (FM), 
Kansas City . . . Edna K. Hanna has 
resigned as sales promotion man- 
ager of KOMO radio and tv, Seattle 
. . . Martin Grove to the sales promo- 
tion department of WMCA, New York 
. . . Calvin A. Haworth to general 
manager of KFRM, Salina, replacing 
Robert Hanna who resigned . . . F. 
Robert Kenton to account executive 
at KHJ, Los Angeles . . . Donald J. 
Meyer to the radio sales staff at 
WOOD, Grand Rapids . . . Jesse Spier 
to senior account executive at Mu- 
tual Broadcasting System . . . Don 
Cena to account executive at KLAC 
(AM & FM), Los Angeles . . . Harold 
Wheelahan to manager of WDSU (AM 
& FM), New Orleans . . . Bill Ellis to 
general manager of WFNL, Augusta. 

Networks 



The venture of NBC and the British 
Commonwealth International News- 
film Agency constitutes the first in- 
ternational service for tv newsfilm. 

Via the agreement, which takes 
effect in September, NBC News will 
have access to all newsfilm avail- 
able to BCINA which includes that 
of the BBC, the CBC and the Aus- 
tralian Broadcasting Commission, 
all of which own BCINA jointly with 
the Rank Organization and Reuters. 

It also marks the first time NBC's 
newsfilm will be formally syndicated 
on a world-wide basis. The network 
will set up its own international 
newsfilm unit in New York to work 
to specialized syndication require- 
ments in association with BCINA 
and will extend its film coverage of 
North and South America to meet 
world-wide tv programing needs. 

Distribution methods will include 
tv lines, jet air transport and the 
trans-Atlantic cable film system op- 
erated jointly by NBC and BBC. 

Amana Refrigeration (McFarland 
Aveyard) and Zenith (FC&B) will 
share the tab for a two-shot golf 
special on NBC-TV. 

Show is Walt Schwimmer's World 
Series of Golf, scheduled Saturday- 
Sunday afternoon, 8-9 September. 
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Contestants: Arnold Palmer, Jack 
Nicklaus and the winners of the 
1962 PGA and British Open, which 
take place in July. 

The last six holes of each day's 
18-hole match will be carried live 
and in color out of the Firestone 
Country Club Course in Akron. 

Sales: NBC TV's "The Virginian," 
"The Wide Country," and "Saturday 
Night at the Movies" to Bristol- 
Myers (Young & Rubicam) . . . CBS 
TV's "Art Linkletter's House Party" 
and "As the World Turns" to Carna- 
tion (Erwin Wasey, R&R) for alter- 
nate-week quarter hours . . . Gen- 
eral Mills will sponsor The King 
Leonardo series for the 1962-63 sea- 
son in NBC TV's Saturday a.m. line- 
up. 

New affiliates: KEYJ, Jamestown and 
KOVC, Valley City, both in North Da- 
Kota, to the CBS Radio network. 

PEOPLE ON THE MOVE: Paul 
Klempner to manager of client pres- 
entations, Ronald Pollack to man- 
ager of sales proposals and George 
Walker to manager of sales develop- 
ment at the new Sales Proposals 
unit of NBC TV which will develop 
brief presentations for individual 
advertisers ... Dr. Joseph T. Klap- 
per to director of social research at 
CBS . . . Alfred R. Schneider to vice 
president and assistant to the ex- 
ecutive vice president of AB-PT and 
ABC. 

Representatives 



In line with the recent spurt of rep 
firm expansions which includes 
PGW and Petry, ABC TV National 
Station Sales is opening a new of- 
fice. 

St. Louis is the new sales branch, 
with offices at 915 Olive St. Bob 
Sullivan, formerly with Katz in 
Chicago, will head the new St. Louis 
operation. 

New quarters also for PGW in 
Atlanta: 1371 Peachtree St. NE. 

As a point of information the Bos- 
ton-based rep firm of Foster and 



Creed has changed its name to Bill 
Creed Associates. 

The action is academic and 
doesn't reflect any changes in man- 
agement or personnel. Bill Creed 
continues to headquarter at the 
Statler Office Building. 

Rep appointments: WECT (TV), Wil- 
mington, N. C. to Advertising Time 
Sales . . . KTRM, Beaumont to 
Venard, Rintoul & McConnell . . . 
WKYT-TV, Lexington, Ky. to Venard, 
Rintoul & McConnell . . . WCAP, 
Lowell to Prestige Representation 
Organization for sales outside New 
England, from Everett-McKinney. 
Kettel-Carter continues as New 
England rep . . . WEAU-TV, Eau 
Claire, Wis. reappointed George P. 
Hollingbery . . . KEZY, Anaheim to 
Gill-Perna for the Eastern U. S. 
Torbet, Allen & Crane remains west 
coast rep . . . KFRM, Salina and 
WICU, Erie to Weed Radio Corp. 

Social notes: Congratulations to 
Don Quinn, director of RKO Gen- 
eral National Sales, whose wife 
Jayne had a son on 20 June . . . 
What does a vice president of client 
relations at a big station rep firm 
do for a vacation — a guy under 
terrific pressure, constantly in 
touch with people, concerned with 
multi-client day-in-day-out prob- 
lems? Most would get away from it 
all by going fishing at an isolated 
spot but not Ed Codel of Katz. He's 
enrolled in the Aspen Executive 
Program for his vacation! 

PEOPLE ON THE MOVE: William W. 
Bryan, vice president in charge of 
the Detroit office of Peters, Griffin, 
Woodward has been elected presi- 
dent of the Detroit chapter of the 
SRA, succeeding Charles Fritz of 
John Blair. Vice president is Wil- 
liam Morgan (Adam Young), sec- 
retary Michael J. Lutomski (Katz) 
and treasurer Geno Cioe (H-R) . . . 
Richard L. Branigan to account exec- 
utive with the radio division of Ed- 
ward Petry . . . Michael M. Duffin 
to assistant research manager of 
Edward Petry . . . R. Bruce McEwen 
to the New York tv sales staff at 
Katz . . . Ken Flower to New York 



account executive at ABC TV Na- 
tional Station Sales. 

Film 

WBNS-TV, Columbus, which started 
with the Seven Arts post-1950 War- 
ners features in the fall of 19G1, is 
doing quite well with the films in 
prime time. 

A seven-month ARB study showed 
that on Thursdays, 8-10 p.m., the 
station increased, on the average, 
its Va hour ratings from 13 in Octo- 
ber 1960-April 1961 to 19.7 in Octo- 
ber 1961-April 1962. Average Vi hour 
share-of-audience increased from 
20.7% for the first measured period 
to 29.8% for the second six months. 
Average Va hour homes viewing 
WBNS-TV increased by 24,605 from 
45,070 in October 1960-April 1961 to 
69,675 in October 1961-April 1962. 

Sales: MCA TV's half-hour, off-net- 
work programs have added 17 sta- 
tions . . . Economee Television Pro- 
grams' "The Ann Southern Show" 
now in off-network re-run syndica- 
tion to 42 stations . . . Warner Bros. 
Television division off-network, 
hour-long series to KGO-TV, San 
Francisco, WBRC-TV Birmingham, 
WTVT, Tampa-St. Peterburg . . . Ziv- 
UA's "The Story of — " to O'Keefe 
Brewing Co., Ltd., of Toronto for a 
12-market, firm 52-week deal in Can- 
ada via Z.l.T. of Canada division of 
Ziv-UA ... NBC Films' "Hennessey" 
to California Oil in 12 southwest 
markets. 

PEOPLE ON THE MOVE: William 
Self to vice president in charge of 
production at 20th Century-Fox Tele- 
vision . . . Gordon Hellmann to sales 
promotion manager of Warner Bros. 
Television division . . . Geoffrey 
Selden to president of VBC Associ- 
ates . . . Joel Chaseman to execu- 
tive producer for "The Steve Allen 
Show" at WBC. 

Public Service 

Fourteen radio stations in the U. S. 
have been selected by the Voice of 
America to supply programs for 
broadcast on the agency's World 

(I'Irase tarn to pnf;r r>9) 
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NAB hoard iiieeling last week lo<»k plaee agaiiiHl a lesn llirealening but more 
puzzling background. 

Association leaders were dealing with such thorny governmental problems as the nearly 
complete "freeze" on new am radio stations. At the same time, the great Minow crusade 
which had been in full swing during last year's meeting now appeared to have simmered down. 

Perhaps because a majority of commissioners made it clear they wouldn't travel too far 
down the rigid regulatory road charted by Minow, the FCC bad made no new ibrealen- 
ing ge8lnre8 for some lime, excepting only the Chicago programing hearings. On the other 
hand, moves toward fines, license cancellations and short-term renewals under previous regu- 
latory steps have been continuing unabated. 

Commissioner Robert E. Lee, one of the so-ealled moderates, had issued his report on the 
Chicago tv hearings just in time for full digestion by the NAB board. He called for more 
hearings of this type, and asked the FCC to spell out more clearly what is expected of network- 
owned and affiliated stations by way of local programing. His middle position made it seem 
most probable diat four eoniniission voles eoiild be seeiired for bolb reeoinniendalions, 

Tlie am freeze was perha[»s llie knolliesl question with the NAB group, 8ince 
the shaky position of many stations in over-served markets appeared to spark the 
FCC move. 

Broadcasters are aware of danger in both radio and tv of so-called economic protection. 
Protection against competition could mean miieb more vigorous regulation of the "pro- 
leeted" stations. 

TTiis was an egg-shell situation. Proliferation of stations, as in the past, might mean de- 
struction. Tlie search was for an answer which wonhl proteet the pnbb'e interest in sound 
broadcast operations rather than the eeonomie interests of broadeasters. 

Other old issues were still hanging fire, thus haiidieappiiig the NAB hoard meeting 
in its efforts to meet problems broadcasters may face. TTiere had been no network re- 
port. TTiere had been no FCC agreement on and no release of new programing sections on 
application forms. 

Radio was taking some of the spotHght from tv in other ([uartcrs. 

TTie House Commerce Committee issued a report to follow its recently-approved bill pro- 
tecting pre-sunrise hours of daytime-only stations. TTie report was severely eritieal of the 
FCC for faih"ng over a period of so many years to dispose of the longer-hour ques- 
tion onee and for alL 

There appeared to be little prospect that the bill could get through a congress not ordi- 
narily disposed to handle hot potatoes it can shunt into other hands, particularly not so late 
in the session. 

However, the limited aims of the bill — to secure prc-sunrise rights for da^iimers in com- 
munities not served by full-time stations — probably were set to be achieved by FCC action. 
Tlie Commission had offered to compromise on reversing earlier rulemaking which wonhl 
have toughened the FCC stand on pre-siinrise operation. This was to be in return 
for killing the bill to give daytimers set minimum 6-6 hours. 



The idea of indirect censorship of network programs through the medium of 
local ordinances pcnalLzing local stations which carry web programs declared of- 
fensive, was the latest in this controversial sphere to get a Congressional airing. 

{Please turn to page 57) 
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It looks like spot tv liiis plucked a previously-iietwork plum in DuPcmt's Zrrex 
aiiti-freezc (liBDO). 

Reps have been receiving orders for fall sclietlules to start 2 September in a host 
of markets for the item, which was heavy in network tv participation shows and spot radio 
in recent seasons. 

While Zerex's most formidable competitor Prestone (Union Carbide) has already given 
the nod to fall network minutes, via Esty, the DuPont product is committed only for par- 
ticipation in the Show of the Week (NBC TV). Zerex will probably follow its modus 
ojjerandi and make a rush for spot radio to the tune of some 125 markets in late July 
or early August so the out-of-pocket outlay for tv spot are dollars formerly concentrated in 
network tv. 



Miles Laboratories (Wade), a spot tv perennial, will be sweetening the spot pot 
out of Chicago even more this coming fall. 

Effective 1 August, all Miles media orders heretofore placed out of Wade Los 
Angeles, will emanate from Wade Chicago. About 10% of the total Miles ad budget had 
been allocated to the Los Angeles office for buys on west coast stations. Now all will be cen- 
tered under one Chicago umbrella which is a welcome note for mid-west reps. 

Another trading stamp has jumped on the spot tv bandwagon which is picking 
lip speed all the time. 

The newcomer is a west coast company. Blue Chip Stamp Co., buying via JWT Loa 
Angeles. 

Although Blue Chip is just getting its feet wet. it may prove a breakthrough on the 
west coast which could swell to proportions of the trading stamp-tv swirl here in 
the east. (Five of tlicsc shopping-dividend stamps big in New York broadcast and points 
north and south: King Korn. S&H. Plaid. Triple-S, New York Yellow.) 

Tlie summer lethargy seems to have settled around the mid-west meridian. 

Word from the Chicago rep shops is that most have scheduled vacations with plans to be 
hack on the job by 16 July when the spot tv buying blitz is expected to get under- 
way for fall. Radio is not geared to the same specific D-Day and the audio-only reps 
don't anticipate any big push imtil mid-August. 

Another reason for the quietude on the Chicago tiniebuying front: reps and stations are 
s^till digesting orders placed earlier this spring. 

Lots <)f east coast buying activity last week and a sizable list of accounts al- 
ready anxious to line up fall schedules Indicate no long lulls in the sim this sum- 
mer for New York-based reps. 

Notable among the fall buyers: DuPont, for a 2 September start for Zerex anti- 
freeze. 71ie other eager beavers all have one thing in common: they're building their 
campaigns on kids minutes and at the current rate the demand may very shortly 
exceed the supply. Accounts active in this category are DeLiixe-Reading Toys, Blaypo 
Oat Cereal, Hostess cake snacks. 

F'or details of this and other spot action of the past week see items belo\i'. 

SPOT TV BUYS 

Tussy C()8nietic8 is seeking prime breaks and late night minutes for an 8 August start in se- 
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\v>:tvt\ iiliiikcls. Tlio i-;uii|i;iij;ii i?^ -(lirdiilcd fur fi\o uccks. A;;cn<-)- i- Vminn' X l!iilii<-:im 
tlio liiMci' is Jen Ihirlcy. 

l)cLuxe-Ke;i(liiif; T<)y8 is liiiiup iij) ^latioiis now for it.-- fall campaign. 'I lie a\ ailiihilil \ call 
is for kids miniiles slarlinf; llie fii>l of Oetober ami i-oiiiiiiirm<r until lo DeeemlnT. \p;enr\ : 
ZIowe. Buyer: Art Edelsteiii. 

DiiPoiil is buying prime breaks, i.U.'s and frinjie Miiiiulci for a fnc-bix \\e(>k driie on behalf 
of Zerex. Sebedules are to slarl 2 September in a host of market-;. Aseney: BBDO. Buyer: 
Hob Sloreh. 

Ciiesehrough-Poiid's launches a eanipaigii on 8 July for Culex eye makeup, usinp frinpe 
minutes throughout. Schedules are set to eontinue for eight weeks. Ageney; Dolierty, Clif- 
ford, Steers & Shenfield. Buyer: Rita Venn. 

Procter & Gainhle starts today, 2 July on behalf of Spie and Span cleanser. ScliCKlules are 
nighttime minutes. Agency: Young & Rubicam. Buyer: Tony Cozzalino. P&C is also involved 
in a spot push for Cheer, with schedules to start in some markets the first two weeks of July. 
Also out of Y&R, the buyer is John Huegel. 

IMaltex, division of Heublein, is seeking kids minutes for a mid-October start. The campaign 
is of undetermined length and there's a long list of markets involved in the promotion for 
Ma)'po Oat Cereal. Agency: Fletcher Richards, Calkins & Holden. Buyer: Johnny Johns. 

Coiilinental Baking is buying for its Hostess cake snacks. Live kids minutes start 3 Septem- 
ber and continue until 1 December in about 50 markets. Ageney: Ted Bates. Buyer: Art 
Goldstein. 

Blue Chip Stamp Conij)auy starts today, 2 July, on a limited-market basis with nighttime 
fringe minutes and I.D.'s. Flights are in and out for 33 weeks. Agency: J. Walter Thompson 
Los Angeles. Buyer: Jackie Hopkins. 

SPOT RADIO BUYS 

Gardner-Ueiiver Co., Quincy, III., is testing radio in three markets. Los Angeles. Minneapo- 
lis and Qeveland. The manufacturer of air tools, hoists and compressors, wants to determine 
whether listeners will write in for booklets illustrating uses of its products. The campaign 
runs for four weeks, using five 60-second spots a week. Agency: Buehen Advertising. 

United Fruit begins a campaign this month iu the top 15 markets. Schedules are for four 
w-eeks, using day minutes Monday through Friday. Tlie agency is BBDO \ew York and the 
buyer is Hal Davis. 

Siridex, out of Fuller & Smith &• Ross, is going into 35-50 markets mid-July. Teenage min- 
utes are being bought for a 16-week run. Frank Delaney is the buver. 

Best Foods division of Corn Products is j)lacing housewife schedules, A^'ednesday- Thursday- 
Friday for Nucoa margarine. About 25 markets get five-six week schedules starting mid-July. 
Agency: Dancer-Fitzgerald-Sample New York. Bu\er: Jim Lavelle. 



WASHINGTON WEEK iContimicd from page o'r,) 

The House District Committee held hearings on two identical bills. One section of the 
measures would provide classification hy age for admittance to public performances, motion 
pictures in particular. The other would apply fines (S50 to S500) and jail terms (up 
to one year) for radio and Iv station operators >vho carried offensive programs. 

Chief proponent, lame duck Congressman Carroll Kearn iR., Pa. "I. testified that if die 
District of Columbia would pass such a law other communities around the nation would fol- 
\o\y. He assailed the fare seen by children in film theatres and on tv screens, and said imme- 
diate action is necessary to protect their morals and to stamp out juvenile delinquency. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



Apparciilly P&G has abandoned the idea of enlling a new pattern in the length 
of eoniniereials for spot tv. 

It's been over a year that an agency in the P&G stable has inquired about the aeeept- 
ability of a 90-seeond or two-minule eoniniereial. 

In June 1959 DFS put in a bid for 90-seeond spots in behalf of Dreft, and less than 
a year later Benton & Howies inquired around for rates on two-minute eommereials. 

Both offshoots never even got to the experimental stage. 



Have you iioliecd the eliange in philosophy lately pervading the arena of com- 
petitive tv network sales promotion? 

In other words, theyS e eeased ripping one another apart with eounler rating and 
andienee eomposilion statistics? 

Well, two of the organizations explain it this way: one of their competitors has changed 
its mode of research hoopla and so everybody's gone back to positive selling. 

A tiniebuyer at Norman, Craig & Knnimel has set himself up in the role of 
"secin-ily" agent on what spot business thai emanates from that agency. 

He has a long-time addiction for writing letters on the subject to reps. 

The tv networks continue to be sticklers for protocol as far as the wares of 
Hollywood suppliers are concerned. 

The rule firmly enforced: if the independent producer wants a screening he better 
not first show it to an advertiser or an agency. 

However, the network will take a look if an advertiser has bought the show and 
fifinres oil sehednling it in a j>eriod he lias bought or would like to buy. 

There are even exrei)tioiis to this. A case in point was CBS TV's declining to view 
Hazel after JWT had bought the show in Ford's behalf. 

Like there being more than one way of skinning a eat, an agency has divers 
ways of insuring the longevity of an aceoinil. 

An interesting case in point is the real estate link tliat in\e.«ts with permanence the re- 
lationship l>etwecn a certain clothing chain and its agency. 

Tlie agency will jironiotc a site in a shopping center for the chain, lease the 
premises and then sublease them to the clothier. 

sponsor's -lO-year Album of Pioneer Radio Stations suggests that the time 
may be ripe for selling some sort of Radio Hall of Fame from the business side. 

Here are some offhand nominations by category: 

Agency pioneers in sliowmanship: John U. Reber, Milton Biow, Ciiesler LaRoebe, 
Myron Kirk, Tom Harrington. Frank Hnmniert. 

Advertiser pioneers in creative programing: George Washington Hill. Bill Ramsey 
(if I'&G, John Gilman of Le\er, Dan Wooley of Standard Brands. 

Pioneers in network selling: Niles Traniniell, William S. Paley. 

Leaders in the early davs of creative local programing: Arthur B. Church, Don Lee, 
Earie C. Anthony, Powcl Crosley, Waller Damm. 

They showed the way in network programing: John Royal, William Paley. 

Blazers of early paths in commercals: Joe Moran, Robert Colwell, Robert Foreman. 

Thev set imaginative jjattcrns in promotional writing: Paul Keslou, Vie Ratner. 
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WRAP-UP 

{Conlinucil from ixigc .') 1 I 
Wide English Service. 

Director Edward R. Murrov/ said 
the stations were chosen because 
"they are doing the finest program- 
ing and public service jobs in the 
country." 

Selected stations: WBT, Charlotte, 
KSD, St. Louis, KMOX, St. Louis, 
WGY, Schenectady, WHAS, Louis- 
ville, WSB, Atlanta, KSL, Salt Lake 
City, WGN, Chicago, WJR, Detroit, 
WSM, Nashville. KSPT, Minneapolis, 
WTMJ, Milwaukee, WTAR, Norfolk, 
and the Westinghouse group of sta- 
tions. 

Kudos: Secretary of Labor Arthur 
Goldberg commended KGO-TV for 
its efforts in spearheading the 1962 
"Summer Jobs for Students" cam- 
paign in the San Francisco Bay 
Area . . . Crosley Broadcasting Corp. 
was cited by the Young Americans 
for Freedom for "distinguished serv- 
ice to the cause of freedom in the 
field of commerce" . . . Sterling C. 
Quinlan, ABC-TV vice president in 
charge of WBKB, Chicago, received 
one of the first Clarence Darrow 
Humanitarian Awards from the Clar- 
ence Darrow Community Center . . . 
Paul W. Morency, president of 
the Travelers Broadcasting Service 
Corp., has received the Veterans of 
Foreign Wars' Distinguished Citi- 
zens Award for "outstanding service 
to the state and nation." 

Equipment 

Jerrold Electronics Corp. has 
changed its name to reflect the di- 
versification which has occured dur- 
ing the past year. 

New name is The Jerrold Corp., 
with four operating subsidiaries: 
Jerrold Electronics Corp., Harman- 
Kardon, Technical Appliance Corp., 
and Pilot Radio Corp. (Taco and 
Pilot were acquired by Jerrold dur- 
ing the past fiscal year.) 



The new corporation formed to op- 
erate channel 13 in Rochester isn't 
wasting any time in its effort to get 
the station on the air as soon as 
possible. 
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Richard C. Landsman, president 
and general manager of the group 
announced that equipment con- 
tracts totalling more than half a 
million dollars had been signed 
with RCA. 

Contracts are for the tower, to 
be located on a special site on 
Pinnacle Hill, the transmitter, and 
the specially fabricated antenna. 

Financial report: Ampex earned 
$3,203,000 or 41 cents per share 
during the fiscal year ended 30 
April, compared with a loss of $3- 
930,000 in fiscal 1961. Sales for the 
year totaled $84,106,000, up 20% 
over the $70,105,000 recorded the 
previous year. 

PEOPLE ON THE MOVE: James J. 
Lanigan to manager of public rela- 
tions for Sylvania Electronic Sys- 
tems, succeeding Thomas E. Mc- 
Carthy who has been appointed 
manager of public information for 
General Telephone & Electronics 
. . . C. Vernon Phillips to marketing 
manager of the audio products de- 
partment at General Electric . . . 
Thomas E. Davis to manager of 
sales and service for Ampex Corp. 

Station Transactions 

KAJl, Little Rock, has been sold to 
Glen Harmon for $105,000, subject 



to FCC approval. 

Harmon is manager and one of the 
principal owners of WINN, Louisville. 
An application is now pending be- 
fore the FCC for the sale of WINN to 
G. D. Kincaid, multiple station owner. 

Sellers of KAJl are Michael Heller 
and Eugene Kramer. 

Negotiations were handled by W. 
B. Grimes. 

Jerrold Electronics Corp. is again 
actively engaged in ownership and 
operation of community antenna sys- 
tems. 

'The company has established a 
system network in northern Illinois, 
serving Ottawa and Marseilles, and 
plans to expand it into Streator. 

The systems, served by microwave 
links delivering independent and 
network programing from Chicago, 
are jointly owned by Jerrold and 
Alliance Amusement Company. 

The first tv station in the eastern 
half of Michigan's Upper Peninsula 
is now on the air. 

WWUP-TV, Sault Ste. Marie, is op- 
erating as a full-time satellite of 
WWTV, Cadillac-Traverse City. Both 
stations are owned by Fetzer Televi- 
sion of Cadillac. 

Operating hours for the new sta- 
tion are from 7:45 a.m. to after mid- 
night on weekdays with slightly later 
sign-on times on weekends. ^ 



.seii»»il>lo pr«»iecii«»ii when 
Tfiii bur «»r svAl 

You'll ncMT regret yimr <leci^i()n to rely on our iiilimate 
knowledge of niarket> and actual .^^ales. However, you may 
well regret taking the ri>k of ^elling on your own. 

We .^ee ihe total picture |)|)ortnnitie> a» well a- hazard*. 

Our reputation for reliahility i> your liest protection . . . 
a- hundred* of >ati>fied lilackhurn clienis know. 

BLACKBURIV & Company, Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 

BEVERLY HILLS 



WASHINGTON, D. C. CHICAGO 



)imes W. Blickburn 
]ick V. Hjrvcy 
joseph M. Sitrick 
Cerard F. Hurley 
RCA Building 
FEdcnl S-9270 



H. W. Cissill 
Williim B. Ryan 
Hub lackson 
333 N. Michigan Ave. 
Chicago. Illinois 
Financial 6-6460 
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Cliford B. Marshall 
Stanley Whitaker 
Rolxrt M. Baird 
lohn C. Williams 
n02 Healey BIdg. 
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Bennett Larson 
Colin M. Sclph 
Calif. Bank Bidg. 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 



"HADIBUTKNOWN' 



w. 



hen we show a prospective client 
just a few samples of our publicity 
photography, he more-than-likely ex- 
claims, "Hadibutknown!" This puzzles 
us for a moment but then he con- 
tinues, nodding with approval. "Such 
fine photos," he says, "such fair rates 
('did you say only $22.50 for 3 pic- 
tures, $6 each after that?') — and such 
wonderful service ('one-hour delivery, 
you say?') — why, had I but known 
about you I would have called you 
long ago." Well, next thing he does is 
set our name down (like Abou Ben 
Adhem's) to lead all the rest of the 
photographers on his list. Soon, of 
course, he calls us for an assignment 
and from there on in he gets top 
grade photos and we have another 
satisfied account. (Here are a few of 
them: Association of National Adver- 
tisers — Advertising Federation of 
America — liristol-Myers Co. — S. 
Hurok — Lord & Taylor — New York 
Philhanuonic — Seeing Eye — Visit- 
ing Nurse Service of New York.) Why 
don't you call now and have our rep- 
resentative show you a few samples 
of our work? 
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BAKALAR-COSMO >. 
PHOTOGRAPHERS 

111 W. 56th St., N.Y.C. 19 
212 CI 6-3476 
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Commercial commentary (Cont.fromp. id 



Genesis and tlie story of llie Flood contain, of course, no refer- 
ence to a ''redeemer." But Craft liauied in tiie "nieta])hysical ])oeni" 
with its obscure redeemer reference, a])])arently to please the Chris- 
tian trade. (I couldn't figure out any other reason. 1 

Most startling of the innov'ation? of '"Xoah's" demon writing team, 
however, was in making Mrs. Noah a drunken shrew. Tliis odd 
touch has no basis in traditional Hihle lore, and in "Noah" it was 
neither motivated nor explained in any way. 

I tried hard to understand what it meant. But I could only con- 
clude that it was just a gratuitous little anti-female dagger thrust. 

All in all the text of "Noah and the Flood" was a inish-mosh of 
absurdity which neither retold the Bible stor)' in an important new 
light, nor betraj ed any awareness of basic Judaco Chrislian theology. 

Perlia])s these were not Stravinsky's intentions. But 1 submit that 
not even the greatest artist could have built fin 21 minutes!) any 
significant work on such a shambling structure, of senile symbolism, 
adolescent esthetics and infantile intellect. 

IV must respect itself 

1 think the time must come — and soon — when Iv officials, and Iv 
advertisers too. have the courage, the background, the taste, and 
genuine appreciation of genuine art to refuse to be bamboozled by 
.■-uch sliennanigans as "Noah" represented. 

I think the time is already here when tv executives must insist 
that they know more about the presentation of \.\ material than any 
outsiders, no matter how famous and arty. 

For "Noah and the Flood." (juite aside from its cultural defi- 
ciencies, was technic-ally amateurish television. 

Tlie Stravinsky work itself took only about a third of the hour, 
the rest being a disjointed hodgepodge of speeches, a pictorial essay 
on "flood"' myths, and footage on orchestra and ballet rehearsals, 
all jumbled together without sense or structure. 

I lie tv i)liotography was crara])ed, limited, and unimaginative 
(you see better photographed dance numbers on Perry Como and 
Carrv .Moore'l and the entire i)rogram lacked the professional finish 
and ])rofessi()nal integrity which we ex])ect from top flight tv. 

As to the commercials -well, thev were horrihlj' inai)propriate 
and spotted at the precise moments most calculated to bring down 
v iewer scorn and C()nteni|)t on the makers of Breck shampoos. 

Vi hen von compare the pitiful Breck presentation with the effec- 
live selling which Hallmark does on its Hall oj Fame programs, you 
realize how nuicli there is in real tv advertising know-how. 

"Noah and the Flood"' reporlediv set Breek back nearly a third 
of a million dollars ($200,000 for ])rograni, $120,000 for time). 

My own opinion: it was a dumb and atrociously handled tv ad- 
vertising bin. It was also a shoddy tv advertising sale. (Who could 
say. with a straight face, that any advertiser could get his money's 
worth from "Noah?'") 

Surely there is room in tv for line. liigh-(]uality programs, lion- 
orahlv sjionsored and backed by companies with a realistic sense of 
sales and pid)lic relations potentials. 

But we are only going to get more of such programing when the 
individuals involved respect the medium, respect themselves, and 
refuse to he bi^la/./led by big names and spurious culture. ^ 
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THE RENAISSANCE IN RADIO 

Continued front page ■] ]) 

\ tliouglitfiil af-'ciuy imiii in iXcw York a:*>eit> tliiil a 
e\v \eiii!; ago tlic radio licld so chaotic that many 
idvcrtiscrs aiul agencies >iini|)ly juiIKmI out. The national 
Khcrtiser \va< finding tch-vision to his likinj:, lie says, 
iiid "ajrencics were rcliirtant to ai jliic for radio schcdnles 
)ecausc in niaiiv cases they sini|)l\ did not ha\e a clear 
dea as to how to use the niedintn under existing circuin- 
itaiiccs." 

lie thinks radio is now heading toward a lenaissaiice. 
)ased on recognition that it is a different niedinin from 
vhat it was a decade ago. Then it was a mass eiitertain- 
ncnt medium: now it is a '"local and selecti\e one." and 
s '"loeally selecti\e in its advertising \ alucs." 

In his opinion, wliile stations will (le\clop a certain 
unount of national hnsiness from \-ohnne n>e of radio 
)\ mass consumer jiroducts. they must look more to a 
lifTerent kind of ad\ertlser. This advertiser will he non- 
lass. He will look for a medium which is sufliciently 
ne.\pensi\e and selective for the modest hudget and a 
iroduct which ha> a limited and selective purchase. 

Here's the hitch: "To secure such l)usine>s. stations 
hen must (jualify theiuyehe.- as having the audiences 
vhich will he most rcs|)(msi\e to these products. Tliat 
hould come through selective programing, attracting 

grouj) of listeners which hv their interest in the |)ro- 
rams ofTered will constitute a specific and identifiahle 
udieiice of pros|)ccts." 

In a market like nietro|)olitaii New York, we already 
'ave a large muuher of stations trying to make a clear 
Jefinition of their market iiy |)rograming. and I can 
cll yon as a listener that it is a great service. 

But the prohlem of research still remains. Ahout three 
nonths ago. Arnold Johnson of \eedham. Louis and 
prorhy. Chicago, tried to tell the fm broadca.-ters .M)nie- 
hing of his needs. He li>ted them this way: \) we need 
o know the size of the audience you claim to deliver: 
*i we need to know the nature of the audience \ ou pro- 
pose we buy : 3) we need data on unduplicated reach 
»nd frequency for specific program combinations and 'or 
pot patterns: and 4) we need data on sales re>pon>e. 

He tried to make clear a specific problem, and he 
ilustrated it with facts. .Margarine is a mass consumed 
roduct and W^i of the families in the V. S. u>e it. But 
>nlv 40*^' of the families buy "O'^J of the margarine. 
Hie same is true of floor wax. except that 30^0 of the 
[■auuiies buy 70S' of the floor wax sold. 

This is the hard-core conce|)t. so familiar to marketing 
men. and true in man\. many consumer fields. It"s true 
n media, as well. You may know that 40*^^ of the tcle- 
ision homes do (u''( of all viewing. 

The marketing problem is clear. How do you link \our 
nedia exposure to the known facts ahout consumer pur- 
hase of the goods v ou're interested in? 

It is for this reason that agency after ageiic; mentions 
he need for more and better re.'-earch. "We'd like to have 
nore facts — more information on programing and local 
-ales — and more audience coni|)osition data. W'e just 
^on't ha\e the time to dig down and get this kind of 
information. ■■ says a Chicago agency. It adds '"we get 
iood response when we reque.-t information from a sta- 
tion, but we shouldn't have to request it. You should 



keep feeding it to us." And again, '"We'd iik<- to know 
all there is to know ai)out nighttime audieiue-.. So little 
lias been done ahout this and I lia\e a fei^iing iliat a lot 
of advertix-rs are mis>iiig the boat. . . . " 

'"More data on the audituiee. moie |)rofiic> ' . . . 

'■\Ye feel that there i> a definite need for nioie and 
better audience research, both (pialitative and quaiitita. 
ti\e." 

Anyhow, if you have been thinking about au(licn(c 
rc-earcli (pialitative re.-earcli. as opjiosod to ratings 
now is the time to do it. 

W hen I talk about the need for audience data. \<)U 
should realize that we are all >tandiiig, willy-iiilb . on the 
threshold of the Coni|)uter b^ra of media ])lainiing and 
programing. Large agencies will own their machine-; 
smaller agencies will lia\e the work performed by coiii- 
])uter >er\ ice bureaus. 

Into the machine- will be ])ut the data, and mueli of 
the data is not yet de\ eloped to be fed to the iiiaehiiie. 
But ultiniatelv the information will he prepared, fed into 
com]juters, which then will digest, as-imihite and ?tore 
the data in their memory' syjitein. The data will have 
(|ualitati\e values imputed to it: it uill be weighted by 
human opinion and experience, but it will thereafter be 
coii>isteiil. 

It will alway? be consistent not dejiendent on one 
man'- frame of mind on a particular afternoon- and it 
will always ap|)ear; it cannot be lost by one man s for- 
getfulncss. In many ways, because it is both consistent 
and doesn't forget, the machine may appear to be more 
iiMeiili\e and intuitive than the men who have pro- 
gramed media heretofore. Its ])lans are likely to be 
more widely ranging in imagination, simply becau-e it 
knows no limits of |)robable success in suggesting ideas. 
It is not handicap|)e(l by the past. Considering radio's 
\alues. and considering that in most broadcaster>' opin- 
ions they have been deprecated in the la-t 1.^ year-, it 
is |)OssibIe that the arrival of the computer is a most 
hopeful sign for radio. It gets away from o|)inioii. and 
it force- an objecti\e examination. 

On the other hand, it seems fair to .-av that at the 
moment computer programing is national not regional 
or local (although these will certainly e\entuatei. \lso. 
it is true that it is very nearly as difficult and co>tiy to 
|)rograiTi for a single complicated market as to program 
for the nation. But it will certainly come. 

In the meantime, all media not ju>t broadca-ting- 
are faced by agencies pleading for more and more data 
vsliich the media are not vet |)icpared to pro\ ide. \t the 
Four A's, we're working with our research and media 
committees to lay out sjiecificatioiis and ^taIl(lards for 
media data which will be u>eful for computer- but as 
economical a? po^-ible for media to provide, and which 
will \ icld the high grade media recoinniendation.- of 
which computer^ are capable. 

There is |)robably no more argued ^ub]ect than radio 
selling. Ke\ in .Sweeney and the R \li can justly claim 
to lia\ c led the renaissance in radio. We hope to work 
out a radio seminar or workshop v\ith BAB in a major 
citv this year. RAB has concentrated on building crea- 
tive techniques for radio, and in recent month- on in- 
crea>ing retailer and particularK department -tore linage. 
There are veterans and adept radio rejiresentativ e com- 
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|);iiii('S. who know tlicir st;iti<)iis iiiid llicir |)i (»|)cct.s well. 

\()\v, siiiiT 1{A15 luis laid lii';n\ (•iii|)li;isis on dcpait- 
iiioiit stores and radio, lot u\r tell von a storx ai>()nt an 
agi'iicx wiiicii rct'Oiitlx ac(|iiirc(l a tle|)artniciit >t()ro foi 
an account, and wiiiidi is invi-stiiif; iioa\ily in radio for 
it. Its ('\|)oi'ienc<'s in radio liad ix'on iiniitcd to a ioni;- 
time account for wiiic-ii the ])attern in radio iiad iieen well 
estaiilislied. As it i>ejran to anai\/.e tlie dc|)artruent store 
|)roi)iein and |)iacc orders, it was i>uried under an a\'al- 
allelic of solicitations from salesmen. iJiit iiere's the |)oint: 

The agencv president >a\s that tlie onl\ two sales aji- 
|)roaehes ein|)l<)\ed were 1) to attack the eonr|)etition 
the other radio stations - violenti) . to iiu|)ugn their |)ro- 
graniinji. their ratings and their nianagenieut. and 2) 
to cut |)riees. with a new on-llie-S|)ot |)aekage or satura- 
tion |)lan. 

The agenex man sa\s. sadh. "■Can \on imagine anv 
other niediuin selling this way?" And he goes on to say 
that it's a |)ity that stations at least don"t have some kind 
of standard format for rale cards. 

For a medium as good as radio to he sold onl\ in 
this negative way is di?tressing. 

It utter\' denigrates a medium of great |)o\ver. An 
agencv hilling SI.t million in radio recently used a S|)C- 
cial cam|)agin on minor hrands in a major food line 
with s])eetaeular results. Its saturation huy for a drug 
eom|)an\' hoosted sales 2">'^i . It filled radio expertly into 
a television and iiews|)a|ier |>aekage for a hig hard goods 
manufacturer. When ^our medium is that |)()\verful. and 
that flexihle. it deserve.^ more thoughtful |)reseniation. 

."still, most agencies are critical of radio selling, 

A Tulsa agency notes: "Ivadio is its own worst enemy. 
There is still too much hackd)iting hetween stations. 
Xohody gains from coni|)etili\'e selling of this type."' The 
agency says its use of radio is rising, that it is an "ex- 
tremeh low eost-per-1000 medium, verv resultful for 
clients when pro|)erly used," 

Yet it complains of the eom|)lieated rate cards, the 
appalling lack of consistency in |)resenting rate informa- 
tion, and urges a standard form of card, 

''Hopefully.' a Chicago agency writes, "this eould lead 
lis to the point some day where the radio salesman \vouid 
quit telling us that liis three rating is higher than sonie- 
hod\ else's two. but instead that t!re\ are programing 
toward a certain segment of the audience, with the idea 
in mind of providing a needed or desired service and 
that their listeners are of interest to their advertisers he- 
eanse of their ty]ie as well as their numher. " (Again, the 
echo of a need for audience research.) 

.Most media selling is com|jetiti\ e. Radio selling is 
oecasionallv savagely eom|)etitive. Xot long ago ;i radio 
re|)resentati\e complained that, in one leading agency, 
a buyer was so abused by another rejircsentative that the 
buyer took the rather drastic step of reeommending to 
the agenex that it lieneeforth avoid using s|)ot radio. 

It is very difTicult for anxone to gainsav the frequent 
charge that radio is bought on ratings by agencies who 
buy most of present national radio. And. as a result, 
stations program for ratings. Yet the evidence is that 
forward-looking agencies arc increasingly ho|)eful that 
broadcasters will start programing for something else 
beside ratings, and be able to identify that audience well 
enough to make it useful for ad\erti,*crs. 



Let nie sninnuiri/.c bi ie(l\ at thi^ |)oiiif. 

Kadio a.'- a national ad\c-iti>ing mc(linni i> l]andiea|>|)ed 
1)\ nuclear and com|)lex late^. It i» liandii a|)|)ed h\ loo 
mam .-latioii^ in main market-, and b\ loo mair\ (nm 
inercials. it needs audience roearcli. heran-e it- fiilnre 
is |)ruhabl\ in a i Icarer definition of it- |)rograming. 
and the kiinl of audience it serves. Its ,-e|ling lea\r - iiiik li 
to he dcsiied. des|)itc the elTorl> of I! \1{. and a veteran 
I e|ire-enlativ e orgaui/ation. It face- -oiiie additional 
|irol)leiiis arising from an obvious trend lov\ard ( i)m|)nlei 
anil automation in media |>rogi ainiiig. 

Some of the-e ])rol)|cm> aie on their wav to -ulnlion, 
>ome will he corrected a- a new generation of ladin man- 
ageiiient, men who know the inediiim well anil unih'r- 
stand both how to serve an an(li<"iKe and run a hiisiiiess- 
like o|)eration which does not de|)eiHl on e\|)eilieni'v for 
its manag<'nienl |)hiloso|)liv . 

In this comicetion. mav I |)oint out one m.>re area 
which broadcasters might investigate with |)ror]t'.'' Mono 
among major advertising nx-dia. broadea-ting ha- been 
reluctant to iir-tall a cash discoimt for |)roni|)t |)avineiit of 
hills. Where viitually every dailv new>|)a|ier. and everv 
magazine, and l\().2^ ', of the thousands of husiiie— |)a|)<Ts 
grant a cash discount for jn'ompt |)aynient. oiilv 213 
radio station. — or about r)..3' ; allow it. In Cidorado. of 
the 61. station.s o|)erating in Mav. only 2 giant a ca-ii 
discount. 

Let me luake clear what a cash disrount di>e?. from an 
agencv stand|)oinl. The discount is |)assed along to the 
advertiser who |)ays his bills |)rom|)tly. 'Ibis ineaii- vou 
get vDlir money faster, and the agencv get- it- uionev 
faster, and the advertiser has a cash incentive to ])av 
|)r()mplly. 

The worth of the cash discount is refleeted in tlu'-e 
figures: in the last 12 vears. credit losses of 1. \ agencies 
have been S3 million out of more than S27 billion in ad- 
vertising |)laced. 'lhat's a credit loss rate of one oiie- 
liundredlh of one |)er cent. 

This is a very creditable record, when one considers 
that for business as a whole during the same |)erioil credit 
losses ran 12 and one-half times greater. W e believe the 
cash di>count is largely res|)onsible for this lecord. a- well 
as enabling media to collect their hills more |)rom|)tlv. 

I told you earlier that I grew u|) on Colorado broad- 
casting. That |jart and |)arcel of my youth are the call 
letters KOA. KYZ. KFEL, That I Hastened as a bov to the 
tales of Old Wagon-Tongue, l)roadca^t for Kuncr-Lmjison. 
and that the exploits of Dutch Clark and Powerhouse 
I'omerov and Kayo Lam were all brought to me through 
the magic of radio. Kadio is a great cunimunicatious 
medium. It's a great advertising medium. ti)o -im|)lc 
and chea|) to be inventive and creative in: etTeclive in 
reatdiing a wide range of households: and ])i>v>erful and 
resultful in sales. It can be flexible as few media can: it 
can be used Mith tidling effect for testing |mr|)ose-. It has 
a |iroper place in the media inix. and if that reiinissance 
of radio really gets going, vou'll ?ee more national radio 
business. Hut if vein want to speed U|) the renai—anee. 
take a good hard look at clarifving v our rates, doing 
audience research and getting the word out aSout it* 
results, arming your sales re|)resentativ es v\ilh better 
material: seeing if vou have to have nil those commer- 
cials: and give that cash discount policy ?ome -eriou- 
1 bought, ^ 
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E. C. (Ted) Page, eastern sales nianager 
of the tv division of Edward Petry. i)e- 
conies a \ ice [ircsidenl of the rep firm as 
part of ail over-all expansion plan. Page 
lias been uith the Pelrj eonipaiiy for eight 
years, starting as a tv salesman. In PJ,')!! 
lie \Nas apjjointed eastern sales manager 
for television. liefore joining Petry, lie 
had heen a salesman \villi the Hollingher) 
Company for some four years. He was with ABC S])()t Sales for two 
years and jirevionsly had heeu in merehaiidising at Lije magazine. 

Kenneth M. Johnson is the new general 
sales manager of Vt'KHW-TV. Buffalo. He 
joiii^ the station with an exlensi\e hack- 
ground in local and national tv sales. For 
o\cr fne vears Johnson served as aceoiiiit 
exei nti\ e wilh \1!C TV Spot Sales in Los 
\iigelcs and San Francisco. In he 
was apjxiinted sales manager of W NBQ- 
TV. ("liicago. 'Hie following jear he became 
e\e( iiti\e \ ice president and ])artner of .McCa\ leii-'l V, Inc. Johnson 
comes to liufTalo from CBS 'r\' Stations National Sales. 

Fred Hale has heen named \ iee president 
and general manager of western region ac- 
tivities of Cuniiingliam & Walsh, replacing 
F{ohert W . Dailey who has resigned. Hale 
has heen with the agency for six years and 
has served in the I\ew York. I,os Angeles 
and San Francisco oirioes. lie joined the 
\ew \ ork olTicc as an account executive 
in 19.i7 and \vas llien appointed a \ ice 
pie-^idcnl in P)6(). lie has most recently heen head of the Los An- 
geles oflicc. Hale is aeeouiil sii])er\ isor for Qaiitas Kmpire Airways. 

Norman W. Glenn will join Ziv-l' \ next 
\Neek as \ice president in charge of new 
program de\ elojnnent. Glenn has lieeii 
with \ oiiiig }v Uuliieain for the past six 
years, (iirrenllv as associate director (d 
the l(dc\ isioii-radio dejiarlmenl. Glenn lie- 
gaii his ( areer with the Crowell-Collier 
Pnlilisliiiig (,o.. where he spent four iiears 
on Collier'': magazine. After that lu; ])nt 
ill t\NO \eais \\ilh MU] in promotion and sales, and then was diree. 
tor of the t\ -radio (le])artmeiil for l)("SSS before joining Y&K. 







TRANSMITTER SITES 

(Continued from page 33) 

Answers to scrambled transmitter- 
station quiz on page 30: 

WABC (\ew York), Lodi, X. J.; 
KCBS (San Francisco), Xovato, 
Calif.: \^'JRZ fXewark). Kearnev, 
A. J.; KT\T-TV (Seattle-Tacoma)^ 
View Park. Wash.: WIXS (Yew 
York). Lyndhurst. l\. J.: WGX 
( Chicago).' Boselle. 111.: WTAR-TV 
(Xorfolk, Va.), Dri\er, Va.: WXBC 
(Xew York), Port Washington, N.Y. : 
KGO (San Francisco), Xear Xewark. 
Cal.; k'CRG-'IT (Cedar Rapids), 
NLirion, la.: WUSX-W (Charleston. 
S. C), Mt. Pleasant, S. C; WIRX 
(I'tica. X. Y.). Whitestown, X. Y.: 
WBFX (BnfTalo), Grand Island. X. 
\.: KRAK (Sacramento, Calif.). 
Herald. Calif.; KFAY (San Francis- 
col. Ilayward. Calif.: WCAU (Phib 
adel])hia) Moorestown Township. X. 
J.: WERR ( Buffalo) , Hamburg. X. 
Y.: KEX (Portland. Ore.), Clacka- 
mas. Ore.: WMT-T\^ (Cedar Raj)- 
idsl. Walker. Iowa: KUKA (Pitts- 
burgh). Hampton Townshij). Pa.; 
KX\ Z (Houston), Deepwater. Tex.; 
WEEI (Boston), Bedford. Mass.; 
WSB (Atlanta), Tucker, Ga.: WJR 
(Detroit). Trenton, Mich.; KYW 
I Clev eland). Parma. Ohio: WFAA 
(Dallas). Grajievine. Tex.: WJAR- 
TV (Providence. R. L). Rehobotli, 
Mass.: WGOP (Boston). I^exington. 
Mass.: WBB.M (Chicago), Itasca. 
III.; KSD (St. Louis. Mo.). Graniie 
Citv. HI.: WROC-TV (Rochester). 
Brighton. X. Y.; WAST (TV) (Al- 
ban) l. Corinth. X, Y. : WTVT (TV) 
(Tani]ia-St. Petersburg). Liniona, 
Fla.: KTVl (TV) (St. Louis). Sap- 
pingKm. Mo.: WDAU-TV (Scran- 
ton. Pa.). Ransom Township. Pa.: 
WOOD-TV (Grand llajiids). Middle- 
ville. Mich.: WESH-TV (Daytona 
Beach I. Orange City. Fla.: WFLY 
(KM I (Trov. X. Y.). New Scotland, 
X. Y.; WFAA-TV (Dallas-Fort 
Worth). Cedar Hill. Fla.: WHX 
(New York). East Rutherford. X. J. 

If \ou manage to pair 10 stations 
with their traiisiiiitter locations. \on 
are brilliant. 

A total of 20 correct answers tags 
\ou as an oiit-aiid-out egg head. 

If \on get more than 20 corrcci 
^()n are siicli a genius )ou can free 
lance as a computer. ^ 
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The seller's viewpoint 



James M. Alspaiigh. vice prcsidciil of ll-R Radio (II-R Repi eseiilalii es, Inc.) 
lias been u itfi ll-R for more tJiau twelve years, and was uianap.er of ll-l\s San 
Francisco office until appointment to his present post in the ^>ew York office 
four years ago. Mr. Alspaiigh was previously with John lllair and Co. 
and West Coast radio stations, lie feels that, "t^ever before in the his- 
tory of our business has a high voltage sales attitude been so important 
^aiid necessary among leading representatives." lie says that today's ra- 
dio representative salesmen must be insatiably hungry— nerer satisfied. 




M 



Cornering bigger radio budgets 



ore than ever, ladio lime sales compelili\e selling is 
intensified. iNexer hei'ore in the liisloi y of our business lias 
a "high \ ollnge'" sales attitude been so iniporlanl and neces- 
ary among leading represeiitatix es of broadcasting stations. 

To o\eiconie competition and get a disproportionate, 
giant share of the budget, today s salesman innst be insati- 
abl) "hungr}" — ne\er satisfied. Just to get an order is not 
enough, getting anything le#s than lOO'^I of the budget will 
make a top-notch salesman unhapjiy and dissatisfied. With 
inimber one ranking stations, a \oracious salesman's fre- 
[uencx of "100' ? of the budget" successes is greatest. With 
second or third ranking stations. "60f(- to 80'~( of the 
budget ' requires as much sales finesse, and often more, 
than ac<]uiriiig all the budget on a number one station in 
that market. 

It is S.O.P. at IbK Radio to discover total budget for 
the market, and then aim a coniprehensi\ e presentation 
for all of the inonev first, or a giant greater dispropor- 
tionate share, second. When the sale i.s finalized, an 
H-R salesinans first question is "What percent of the 
budget does the sale represent?" Getting an) thing less 
than 100'^ will make him unhappy and he'll go back 
again after a larger share. 

This relentless drive for total budgets . . . biggest 
,j. dollars ... is sustained by the best salesmen working on 
fj commission. 

H-R Radio's new Uni-Plan is an offectixe device further 
), aiding our salesmen in snagging substantial budgets for 
all H-R stations, and larger shares of budgets for the 
ligh-rankiiig top-rated stations. Additional sales effec- 
tixeness through unified spot network group selling is 
irowing in frequency of sales xia ll-li Uni-Plan and 
ither represeiitati\ e grou]i sales plans. Ver\- likely, this 
form of national spot radio selling will continue to grow. 
^ By making radio easier to buy, and more economical to 
Vuy. additional advertisers and larger budgets will grav- 
itate to spot radio. 
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To help our salesmen get biggest budgets, we have 
develo])ed a simplified rate card birniat for oni station* 
designed to attract all, or biggest shares of budgets, and 
at the same time to distribute saturation schedules over 
the station's entire jirogram da>- and during the whole 
broadcast week. 

We call it vertical and horizontal selling. If all we sold 
was concentrated in just "drive time." we would sell onr 
stations out within these periods and only ha\e ■"house- 
wife." nighttime, and weekend remaining. To s<d\e this 
problem and sell all day. night, and weekends, we have 
developed a feature on ll-R rate cards . . . the Total Au- 
dience l*lan (TAP I. T \P is the best buy an advertiser 
can make on an H-R station — it's the most cost-efficient 
and gives the adv ertiser the most reach. T \P is also 
good for stations — conimercials are spread through the 
station's entire broadcasting hours, sev en da\ s a week. 
It is not surprising that a good proportion of our sales 
are made on TAP. 

We believe this is the healthiest wav to sell radio. It 
is good for the station, the advertiser and for ns. The 
TAP princi]jle of selling enables us to sell an optimum 
number of valuable spot announcement positions of con- 
siderable advantage to the adv ertiser. 

TAP helps H-R Radio salesmen corner bigger budgets, 
getting more and larger schedules. 

TAP is only one of the devices that H-K has initiated to 
enable its salesmen to sell more eflectivelv. 

Selling is a fulltime job. ll-R doe^ not exini t its men to 
be bogged down in paperwork. Each ll-R salesman is 
backed up by three people who supplv him with the tools 
he needs to sell — success stories, coverage data, the charac- 
teristics of each station's audience, rating trends, program 
sheets, pitch letters, complete (nesentntions. specific infor- 
mation on radio's efTectiveness. and upbeat selling facts 
This team effort means each salesman has the benefit of 
e\i)ert production of the various selling tools he need-. 
\t ll-R. sales come first. ^ 
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Commissioner Lee's report 

Tlic report of FCC Coimiiis>ioiu'r Kohert E. Lee on tlie 
extensive loeal tv liearin<;s in Cliieafio tliis pa>t spring is con- 
siderably milder than yon might gnes> from reading iie\\>- 
pajx'r excerpt.- of what it eontain>. 

AX'hili' it i? true that Connni.-sioner Lee feels that the 
Cliieago hearings liighliglited a "perplexing prohlem" in the 
matter of loeal programing hy network-owned stations, a eare- 
fnl -tudy of the full report >hows clearly thai in general Chi- 
cago';- tv ontlet^ are doing a good joh of trying to determine 
and meet eonnnnnity need>. 

\W i-ee no particnlar reason for l)roadca.>ters to heeome 
alarmed or iip.-et h) the ^i)eelfic language or factual material 
in the Lee re])ort. 

^W do feel, however, that the Chicago hearings themselves 
were based on shaky n. -sumptions and fallacious bureaucratic 
thinking. Since the sunnner of 1960 the FCC has operated 
on the belief that a broadcaster wa> fulfilling his license 
obligations if he followed certain jjrogram "guidelines" wliich 
die FCC it^idf had set uj). The Chicago totiniony was 
directed to determining how the>c guideline- were being met. 

All of wliieli might be jn-t dandy-peachy if the guidelines 
themselves were wortli a hoot. l!ut the more you study them 
the more you realize they are a eol)web of i>rofcs.-orial 
theory, >i)ini by n()n-l)r()adca>ter> with absolutely no creative 
programing exi)eriencc. 

In the long run. the greate.-t public intiMOt will be .-ervcd 
by an increa.-ing number of truly outstanding tv and radio 
programs — and in no other way. 

Hnt nnikc no mi>take — such program improvement will 
not conn' ihrough the droning cITorl^ of a gronj) of W^asliing- 
lon lawyers to >et down "guideline" areas for creative work. 

\or from con.-lant. or even limited, government ])olicc 
action to see that such Alice-in-W'ondcrland guidelines arc 
being follow C(L 

Th(! cleare-l ,-ingle inipre,->ion we get from die FCC"s 
(]liicago rej)orl: it ha- al)>()lnt(dy nothing to do with the real 
creative problems of broadcasting. ^ 
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lO-SECOND SPOTS 

Television: A soiiip\vhat sad teenage 
contestant told Johnny Carson on his 
lllw Do You Trust slM)^\ on ABC TV, 
"If 111) falliev ^ees iny face in the 
morning, lie ^ays his day is ruined." 
Caison assured the lio\- that iiis father 
was onl\ kidding. 

" i'hen why. " asked the hoy. ''does 
lie make ine eat iireakfast with a pil- 



ow o\er niv 



face?' 



Showbiz: Alan King remarked to 
anotiier comic on a t\- show. "You 
have a great deli\ery — it siiouid be 
on the hack of a truck." 

Advertising: Martha Wright, the 
singing star of the Hroadwav show 
"Tlie Sound of ^blsic.*' ad\ised the 
account execuli\es of Heidi & Freede 
of the importance of sex ap])eal in 
advertising. "A man ne\ er stops look- 
ing at a w oman. " slie told them at a 
lunelieon. "That's why they put 
*liades on a liearse.*' 

Intellectuals: Da\e Garrowa\'. ap- 
pearing on What's My Line on CBS 
TV. commented of a young woman, 
"SlieV so intellectual she watches 
C7>.S Reports \\lien other people 
aren't around.'' 

Exercise: l)eM)ie Drake, who i? 
hooked on NBC T\'V Today show 
through 13 July to demonstrate her 
unicjue exercises for physical health, 
told host J(din Chancellor that he 
should take a long walk in tlie jjark 
(M-ery morning at .'j:30. Chancellor 
replied. "Miss Drake. 1 ha\ e an 
agreement with the hirds. If they 
don't come into my bedroom and 
\sake me u]). 1 don't go into the park 
and \vake them up."' 

Small town: l{alpli .Meeker and 
Joanne Liinille \\\\\ appear in guest 
star roles in "Yi alk Like a King." an 
episode of Chrysler's Empire series 
in the fall. The sliow. which stars 
Hicliard ICgan and Terry Moore willi 
\nne Seymour and l{\an O'Xeal fea- 
tured, is heing filmed in the New 
Mexico de-erl. Meeker told one of 
ihc Hollywood trade papers. "\Vc 
were on location in a de<ert town so 
small that the Burma Slia\ e signs 
were all on one ]io>.|.'" 
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JUST ACROSS CONSTITUTION PLAZA! 

Number One Hundred Constitution Plaza, a sleek onyx structure of eighteen stories, nears completion a few 
short paces across Constitution Plaza from Broadcast House. When completed, it will house yet another major 
Hartford office of the Hartford National Bank and Trust Company, an organization founded in 1792. Like 
Broadcast House, first of a complex of modern structures to be completed in Constitution Plaza, the Hartford 
National Bank and Trust Company is playing an important part In the urban rebirth of America's insurance 
capital by providing further stimulus to an already bustling market. 

Burgeoning with Hartford is WTIC Television and Radio. Latest ARB and Nielson reports show WTIC-TVs clear 
leadership in southern New England. The superiority of WTIC Radio is delineated in the latest Alfred Politz 
Media Study of the Southern New England area. 

WTIC TV 3/AM/FM 

WTIC-TV IS REPRESENTED BV HARRINGTON. RIGHTER & PARSONS INCOrr^. 

WTIC AM-FM IS RCPRESTNTED BY THE HENRY I CM^lS-lil. t ' 




HEOOA HOPPER, Chiea(o Tribun*— New 
York Newt Syndicate, Inc.: 

"Dupont is to be congratulated on sponsor^ 
ing Ken IVIurray's TV special -HOLLYWOOD 
MY HOME TOWN.' It should be shown 
every year." 

CHICAGO AMERICAN— Janet Kern: 

" No previous program has come close to KEr J 
MURRAY'S 'HOLLYWOOD MY HOM< 
TOWN,' in capturing the real back sta«> 
and off stage Hollywood atmos()here; neyei 
before has the history of the movie cokviy 
been so lucidly capsulized . . .. Murray )i4< 
the touch ... it should be cultivated . . . if 
bound to be imitated!" 

WASHINGTON STAR— Bernie Harrison: 

"Ken Murray's home movies of Hollywood 
we are willing to bet, will give the.Dupon 
Show of the Week it's highest rating ii 
months . . .A GEM!" 

DETROIT FREE PRESS— 

'• -HOME MOVIES A HIT' . . . Murray man 
aged to capture the stars in completely uh 
posed shots as they are seldom photof;raphe< 
. . . 'HOLLYWOOD MY HOME TOWN 
was one of the most interesting TV prograrti 
of the season." 

LOS ANGELES TIMES— Cecil Smith: 

"Some of the most stirring moments ii 
Murray's epic are pure history — such as hi 
flight was in one of the old tri-motors an 
Charles Lindbergh back when he was sti 
called 'Lucky Lindy. It is 'Home Movies'- 
and it is a show for sentimentalists. But wh 
isn't a sentimentalist?" 

VARIETY— OaKu: 

"'That 'amateur' photog. Ken Murray, turrv 
professional Sunday night. And the resu 
was an hour of fascinating film of Hdly 
wood's greats taken by Murray since he fir 
came to Hollywood in 1927. Duponts' sht 
of the week footage consisted not of 0 
film clips, as is usually the case, but 
'fresh' film never before exposed to I* 
public. Accompanying was Murray's son* 
times straight, sometimes witty narratic 
a decided asset to the hour." 

HOLLYWOOD REPORTER— Hank Grant 

"Completely fascinating and grippinglync 
talgic ... a well-edited glimpsing of ov 
75 Hollywood stars right out of Murray 
own personal library." 

BOSTON ADVERTISER— Anthony 
LaCamera; 

"Ken Murray's 'Hollyvwod My Home Tow- 
on The Show of the Week last night ' 
filled with charm, nostalgia, human inter 
and movie stars — (at least 75 of th^^ 
This unique and refreshing approach t 
movieland documentary resulted in ' 
captivating scene after another ... If V- 
ray hasn't already exhausted his 'amat'. 
collection, a sequel vyould seem to be pre 
much in order " 
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HE WEEKLY MAGAZINE RADIO TV ADVERTISERS USE 
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NEW TV BOOM — 
Local public service 
gets heavy support 
from more national 
advertisers P 25 

FM GROWS TALL— 
Admen now talk hard 
money for fm instead 
of blue sky — special 
progress report p 32 



RADIO moves with 
a going America 

%v buildings going up all over America ! New 
mes for companies with products to sell, 
w customers to create, old customers to 
!p. Radio talks to them every day-and Spot 
dio gives you the market by market flexi- 
ty you need to sell them. These great sta- 
is will sell your product. 



Albuquerque 


WTAR 


Norfolk-Newport News 


Atlanta 


KFAB 


Omaha 


Buffalo 


KPOJ 


Portland 


Cfiicago 


WRNL 


Richmond 


Cleveland 


WROC 


Rochester 


Dallas- Ft. Worth 


KCRA 


Sacramento 


Dulutfi-Superior 


WOAI 


San Antonio 


Houston 


KFMB 


San Oiego 


Kansas City 


KMA 


Shenandoah 


Little Rocl< 


KREM 


Spokane 


Los Angeles 


WGTO Tampa-Lakeland-Orlando 


Miami 


KVOO 


Tulsa 


Minneapolis- St. Paul 


KIRL 


Wichita 



Intermountain Network 



Radio Diviuon 



:dward Retry & Co., Inc. 



The Orifinal Staticn 
Repreienuiite 




"iBN YORK 



CHICAGO 



ATLANTA 



BOSTON • DALLAS 



DETROIT 



LOS ANGELES 



SAN FRANCISCO • ST. LOUIS 
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At WGN research is a serious business. From 
WCN you can get more reliable information about 
the Chicago market and the Chicago area radio 
and/or television audience than any other source 
can ])rovide. 

The most recent example is "The Chicago Auto 
Radio Audience," the first complete and compre- 
hensive survey ever conducted on this subject. 

From it, advertisers and agencies can know 



such salient Chicago facts as: (1) general auto 
radio audience habits; (2) size of individual sta- 
tion audiences; (3) characteristics of individual 
station audiences. 

This service is another important plus for WGN 
advertisers and agencies. A free copy of "The Chi- 
cago Auto {{adio Audience" is yours for the asking. 
Write to WGN RI<:SEARCH, 2501 Bradley Place, 



Chicago 18 



Illinois. 



WGN IS CHICAGO 

—llic iiiosi respected call letters in broadcasting 




Why KEYT bought Seven Arts' "Films of the 50's" 

Volumes 1, 2 and 3 



Says Les Norins: 

"I talked to key time buyers in important agencies in New York. I laid out the plot to them 
of lifting network shows, and running Seven Arts' 'Films of the 50's' back-to-back 
as double features Friday nights and Saturday afternoons. All seven of the time buyers 
I talked to knew the strength of Seven Arts' product and the top ratings they get. 



"1*1 * i 



are presold on films of the 5 



'By buying these Warner Bros. Post-50's I can turn a profit quite handily. Time 
buyers know the potential of these films and, therefore, are presold on 
Seven Arts' 'Films of the 50's.' Few competitive features stand up this way." 




Seven Arts'Tilms of the 50's" 
Money makers of the 60's 





SEVEN ARTS 




ASSOCIATED 




CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD 
NEW YORK: 270 Park Avenue Yukon 6 1717 

CHICAGO: 8922 D N La Crosse. Skokie. III. ORchard 4 5105 
DALLAS- 5641 Charlestown Drive ADams 9 2855 

L A ; 232 So. Reeves Drive GRanite 6 1 564 -Slate 8 8276 

For list ot TV stations programming Warner Bros 'Films o1 
the 50 s" see Third Cover SRDS (Spot TV Rates and Datal 



Leslie H. Norins, General Manager 
KEYT, Santa Barbara 




